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Rough Proofs 


The AFA is optimistic, all right. 
Its convention in Chicago this week 
uns smack into the Philadelphia 
festival of the Republicans and 
Wendell Willkie 


- | 


Tom Singleton won 
Club trophy with a sparkling 78, 
and you may now expect to see} 
ther aspiring golfers more enthusi- 
istic about the use of Murine. 


the Agate 


7, FT VY 


What's the world coming to? New | 
York has a daily newspaper with- 
out advertising, and The Saturday 
Evening Post comes out with an 
illustrated editorial. 


. © F 


“Bought it in March, still using it 
in June!” exclaims an enthusiastic 
Listerine toothp»ste user. Maybe 
the dentifrice advertisers will soon 
start using mileage guarantees. 


vgyv¥y? 


Charlie Chaplin insists his pros- 
pects of a $5,000,000 profit on “The 
Dictator’”’ have been endangered by 
the use of his picture in Life. No 
movie ever profited from national 
publicity, of course. 


Pa Se 


Mary had a little lamb, and if she 
had been reading those attractive 
color ads of Swift & Co., the brand 
on it very probably turned out to be 
“Premium.” 


7, Fe 


“The successful person of to- 
morrow is the one who has foresight 
today,” a New York bank says in 
its subway advertising, but it didn't 


have the foresight to realize that red 
on gold would make an illegible 
signature. 

v ’ v 


PM probably feared it would be 
regarded as too high-brow for the 
common people, so the first issue 
carried a photo continuity showing 
Gypsy Rose Lee at the critical mo- 
ment of a strip tease. 


, FF FV 


The New York fair has no Sally 
Rand to point to with pride, but as 
long as Gypsy Rose Lee is around, 
t can still make its contribution to 
interested in this particular 
form of cultural expression. 


those 


7 


This is national dairy month, and 
might help some to furnish an 
tra supply of buttermilk to some 
the boys in Washington now 
sily engaged in their fire-eating | 
‘cialty. 


a 


‘My No. 8 iron taught me a swell 
son about radio,” says a friend of 
Edward Petry, suggesting that per- 
hips radio might reciprocate by giv- 
tg the listeners some new ideas 
out how to handle a No. 8 iron. 


ve? 
Advertisers in the Democratic 
Convention book spent $140,000, a 


ure which indicates that even po- 
cal advertising isn’t to 
las it used to be. 


as easy 


vgs? 


National Physicians’ Com- 
has at last demonstrated 
tLat there is a way for professional 
men to use advertising without be- 
ig considered unethical. 


Copy Cus. 


The 


ry ittee 


Emergency Seen 
as Stimulus to 
Consumer Action 


Scientific Workers to 
Aid Rating Agency in 
Product Research 


By IRWIN ROBINSON 


Amherst, Mass., June 18.—War 
and death seem ridiculously remote 
from the placid summer beauty of 
this New England valley, but even 
here the long shadows of coming 
‘vents are becoming discernible. 

They were very much in evidence 
yesterday and today throughout a 
conference at Massachusetts State 
College, attended by more than 100 
leaders of consumer groups, spokes- 
men for cooperatives, government 
officials and laboratory technicians. 
From the meeting emerged the 
revelation that organized consum- 
ers regard the current national 
emergency the most powerful 
potential stimulus the movement 
has ever experienced. 

The occasion of the gathering was 
the fourth annual meeting of Con- 
sumers Union of the United States, 
with the Boston-Cambridge chapter 
of the American Association of Sci- 
entific Workers as co-sponsor. 

As reflected in the proceedings of 
the conference and in expressions 
of opinion by individual partici- 
pants, three cardinal factors con- 
tribute to the belief that the con- 
sumer is destined for a new high 
place in the nation’s economic sun: 


as 


Three Reasons Given 


1. The presence’ of Harriet 
Flliott as representative of con- 
sumer interests on the President's 


advisory committee on national de- 
fense opens a new channel for the 
presentation of consumer demands. 

2. The imminence of rising 
prices will forcibly impress con- 
sumers with the need for exerting 
pressure in their own behalf. 

3. Consideration of the lot of the 
underprivileged as a matter of mili- 
tary necessity will elevate the living 
standards of a vast segment of the 
population. 

The keynote for consumer action 
in the emergency was sounded by 
Donald E. Montgomery, consumers’ 
counsel of the Department of Agri- 
culture, who appealed for “national 
defense in terms of consumer well- 
being.”” He emphasized the point 
that henceforth the consumer move- 
ment must concern itself not only 
with such matters informative 
labels but with a re-distribution of 
resources on a “democratic 
He dwelled particularly 


as 


basis.” 
on the 


breakdown of purchasing power by | 


income groups, as reported by the 
National Resources Committee, 
pointing out that the lower half of 
the population accounts for only 
one-quarter of consumer expendi- 
tures. The consumer protection 
theme was also stressed by Dr. 
Louise Stanley, chief of the Bureau 
of Home Economics, Department of 
(Continued on Page 43) 
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LEAD FEDERATION 


Mason Britton 


Norman Rose 

Chairman and president of the Advertis- 

ing Federation of America, respectively, 

these two men will bear the brunt of the 
busy week in Chicago. 


Physicians Fight 
Regimentation 
with Advertising 


National Committee 
Schedules Two Color 
Spreads in 'Post' 


By MURRAY E. CRAIN 

Chicago, June 19.—Shattering an 
age-old tradition, the country’s phy- 
sicians this week ended their self- 
imposed silence with an appeal to 
the American public in a four-color 
spread in The Satujday Evening 
Post Their spokesman, the Na- 
tional Physicians Committee for the 
Extension Medical Service, also 
adressed to the forthcoming political 
conventions an impassioned plea for 


ol 


preservation of the system of in- 
dividual initiative which has not 
merely given this country 45 per 
cent of the world’s wealth, but has 
lengthened the life span of the 
average man 27 years 

A second advertisement of the 


same nature will appear in the Post 
of July 13, on the eve of the Demo- 
cratic National Convention in Chi- 
cago. The Chicago office of Bozell 
& Jacobs, Inc., handles the account 


Contrast with Germany 


offer a 
Heritage,” 


advertisements 
brochure, “Priceless 
Which not only boldly allies the 
medical profession of the United 
States with the business world by 
quoting the latter's 


(Continued on 


The two 


achievements, 


Page 45) 


Federation to Answer 


Challenge at Home, Abroad 


Will Announce 


Consumer Contest 
Winners to AFA 


(Picture on Page 47) 
June 20. 
contest 


in 
by 


Winners 
sponsored 


Chicago, 
the $1,000 


ADVERTISING AGE, in which practical 
plans 


for improving relations be- 
tween advertisers 
and consumers 
were sought, will 
be revealed at 
the general ses- 
sion of the Ad- 
vertising Federa- 
tion of America 
here Wednesday, 
June 26 An- 
} nouncement of 
| the winners will 


2 be made on be- 
, half of the judges 
Kenneth Laird by J. Kenneth 


Laird, Young & Rubicam, Inc 

The winner of first award will 
receive $500, while second, third and 
fourth place winners will receive 
$250, $150 and $100 respectively. 


538 Plans Entered 


A total of 538 suggested plans 
|} were entered in the competition, 
far exceeding the number antici- 


pated, and the judges found consid- 


erable difficulty in selecting the 


winners. While most of the entries 
came from people in. advertising 
and business, a surprisingly large 


percentage represented the work of 
educators, consumers, women's club 


workers, and others interested in 
the subject primarily from the 
standpoint of the consumer. 
Judges in the contest are Lee 
bristol, vice-president, Bristol- 


Myers Company; H. A. Batten, 
president, N. W. Ayer & Son; Albert 
Brown, advertising manager, The 
Best Foods, Inc.; Gordon E. Cole, 
advertising manager, Cannon Mills; 
Don Francisco, president, Lord & 
Thomas; and Bernard Lichtenberg, 
president, Institute of Public Rela- 
tions, Inc. 


Last Minute News Flashes 


MacManus Opens Agency 


Detroit, June 21 


Under Old Name 


Announcing that he has already been appointed 
by an undisclosed major automotive 


account, Theodore F. MacManus has 


returned to the agency field under his old name, Theodore F. MacManus, 


Inc., with offices in the Fisher 


Suilding 
| Saturday Evening Post, has joined Mr 


Frank J. Mullen, long with The 
MacManus and will work both on 


the agency business and the chain newspaper plan recently launched. 


Luft Opens Tangee Lipstick Campaign 


New York, June 21.—George W 


cial campaign in behalf of the new 
scheduled for newspapers in key cities and national magazines 


Luft Company today released a spe- 
Tangee Red-Red lipstick with copy 
The ex- 


panded effort will, for the time being, emphasize the new product but 


later will include other 


First magazine announcement 
of Harper's Bazaar and Vogue 
list. 


Tangee cosmetics 
in cooperation with department stores 


Newspaper copy will be run 


About 200 dailies will be used 


will occupy color pages in August issues 
A dozen other magazines are also on the 
Warwick & Legler is the agency. 


Large Space Supports Dunhill Majors’ Debut 


New York, June 21 
by Phillip Morris & Co 
space advertising in six newspapers 
Jersey 
and “a better long cigaret,”’ 
regular-size Dunhills 


Space ranged up to full pages. 


Dunhill Majors, new king-size cigarets made 
. made their debut here today, supported by large- 


in New York and metropolitan New 
Called “a magnificent new blend” 


Majors will supplement rather than replace 
Spot radio advertising will be added in two weeks, 


and advertising will spread to other territories as soon as distribution 


warrants 


Biow Company has the account. 


Half Score of Adver- 
tising Groups Ready 
for Sessions 


Chicago, June 20.—With _ the 
United States girding to protect the 
American way of living from at- 
tacks from any quarter, the Adver- 


tising Federation of America will 
devote its 36th annual convention 
at the Hotel 
Sherman here 
June 23-27 to an 


exposition of 
‘*Advertis- 
ing's Contribu- 
tion to the 
American Way of 


Living.’’ Fit- 
tingly enough, 
the President of 


the United States 


will contribute a 
message which 
Harr 
will be read at arty Moock 


the opening session Monday noon. 
The keynote will be sounded at 
the luncheon meeting by Mason 
Britton, chairman of the AFA board 
and vice-chairman of McGraw-Hill 
Publishing Company, New York. 
Testimony as to the nature of these 


contributions will follow from 
Richard H. Grant, vice-president, 
General Motors Corporation, De- 


troit, for industry; from Dr. Alice 
Keliher, director, 
Commission 


on 
Human Rela- 
tions, Progressive 
Education Asso- 
ciation, New 
York, for the 
consumer, and 
Paul Hollister, 
vice - president, 
R. H. Macy & 
Co., New York, 
for the adver- 
Hugh Johnson tiser. 


Two More Tributes 


This motif will 


again be in 
cvidence at the general meeting 
Wednesday, when Col. Willard 


Chevalier, publisher, Business Week, 
will talk on “New Wants and New 
and Elisha Hanson, general 
counsel, American Newspaper Pub- 
lishers Association, will deliver an 
address on “Advertising—An Essen- 
tial to Economic Freedom.” 

“Industry in War” will be the 
subject of the banquet Monday 
evening, with Gen. Hugh S. John- 
son as the speaker and Mr. Britton 
as toastmaster 

When the Federation is not hold- 
ing general sessions, 
will break 


Jobs,” 


the convention 
up into group meetings 
to discuss specialized interests 
Among organizations holding such 
gatherings will be the Newspaper 
Advertising Executives Association, 
Public Utilities Advertising Asso- 
ciation, the Sales Managers Division 
of the National Association § of 
Broadcasters, and the Premium 
Advertising Association of America 
A financial advertisers’ conference, 
a national and retail 
session, an industrial 
meeting and a direct 
are scheduled In addition, 
several will be devoted to 
special activities of the Federation 

If the business will 
strike a more than 
usual because of the new aspects of 
a troubled world, the Federation 
convention will not be dedicated 


advertisers’ 
advertisers’ 
mail meeting 
also 


sessions 


meetings 


serious vein 


entirely to work. ‘The éntertjifment 
appears, 


program, it is even more 
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extensive than usual with an asso- 
ciation which has won a reputation 
as being able to excel at either 
work or play. 

The broadcasting industry will 
endeavor to iron out any frowns 
left over from too much concentra- 
tion with a cabaret party in the 
Grand ball room of the Sherman 
Tuesday night. Leading stations 
and networks are cooperating to 
stage a whale of a show. After the 
radio artists have done their stuff, 
a 20-piece radio dance orchestra 
under the direction of Harry Kogen 
will dispense sweet music for those 
who have not forgotten what a 
dance floor is like. 


Other Convention Features 


The ox roast Wednesday after- 
noon will provide a new thrill for 
advertising men from out of Chi- 
cago. Those operating from this 
city have been attending ox roasts 
for several years now and they are 
looking forward to cutting another 
notch in their bowie knives. 

Many of the luncheons will qual- 
ify both as business and pleasure. 
The Newspaper Advertising Execu- 
tives Association will feature H. G. 
Moock, executive vice-president, 
Plymouth Division of Chrysler, at 
its Tuesday luncheon meeting at 


Hotel LaSalle. His subject will be, 


“Sell—Or Else!” 

The equally eminent Raymond 
Moley, of Newsweek, will compete 
with Mr. Moock as the Tuesday 
luncheon speaker of the industrial 
advertisers’ conference at the Sher- 
man. Mr. Moley’s subject is as 
intriguing as that of his rival: 


| “Taking It and Giving It.” 


| skillful in 


A number of other speakers, not 
so generally known, but equally 
their specialties, will 
appear at the other numerous 
luncheon meetings. The feminine 
delegation at the convention will 
enjoy a tea and fashion show at 
Marshall Field & Co. Tuesday after- 
noon. 


Chicago Added to 


Food Stamp Plan 


Extension of the food stamp plan 


|to Chicago has been announced by 


the Department of Agriculture. 

About 84,000 families, made up 
of 228,000 persons, will be eligible 
to participate in Chicago. 


Dri-Bole to Cole 


Dri-Bole Pipe Company has 
appointed Cole & Co., Memphis, as 
its advertising agency. Lester Cole 
is account executive. Trade papers 
and cooperative advertising will be 
used, supported by direct mail. 


New York Broker 
Plans Widespread 
Promotion Effort 


New York, June 18.—Another fi- 
nancial house joined the ranks of 
national advertisers this week when 
Merrill Lynch, E. A. Pierce and 
Cassatt, said to be Wall Street’s 
largest New York Stock Exchange 
commission house, revealed that it 
will shortly launch a national ad- 
vertising campaign designed to in- 
form the public on its policies and 
services. 

Initial copy in the series 
stress the vast service facilities of 
the organization, which has offices 
in 38 cities, served by 12,000 miles 


of leased wire, and memberships on | 


27 exchanges. 
According to reports, the cam- 
paign will include space in 65 news- 


papers, four financial publications, | 


and one national magazine. Inser- 
tions will be scheduled regularly 
for the remainder of the year. 


‘Tire Dealers to Meet 


The National Association of Inde- 
pendent Tire Dealers will hold its 
20th annual convention at the Ste- 
vens Hotel, Chicago, Oct. 28-30. 
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YOU CAN'T MISS:..IN PROVIDENCE! 


Ceerybods 


N Providence, the William Tells of advertising face a 


target largely all bull’s-eye: one combination newspaper 


gives the range on practically every family in the market! Hence, 


campaigns tipped with impressive schedules score high in sales: 


they puncture America’s 6th highest per capita incomes — con- + 


trolled by the 10th biggest retail 


spenders! 


vead, He PROVIDENCE JOURWAL-BULLETTH 


Gu New Exglands Second Largest Marke! 


REPRESENTATIVES: Chas. H. Eddy Co., Inc. « New York « Chicago « Boston « Atlanta + R. J. Bidwell Co. + San Francisco « Los Angeles 


will | 


AFA OFFICERS, SPEAKERS, PERSONALITIES 


Paul Garrett 


Willard Chevalier 


Some of those who will play active parts at the convention of the Advertising 
Federation of America and affiliated groups in Chicago this week. 


Walter May 


F. |. Lackens 


Chester Price 


Raymond Moley 


Wm. A. Hart 


T. J. Kiphart 


Atlantis Ready 


to Satisfy Taste 
for Imported Beer 


New York, June 20.—Beer con- 
noisseurs who have been thirsty 
ever since the international crisis 
cut them off from their usual sup- 
ply of imported brew are promised 
relief by Atlantis Importers and 
Distributors. 
an old-world type beer called 
Prior, a name new to America but 
generations old in Europe. 

Prior beer, which has just been 
introduced in the metropolitan mar- 
ket following successful taste tests 
here, is being made and distributed 
by a group of men who were for- 
merly intimately connected with the 
brewing and marketing of such 
beers as Pilsner Urquell of Czecho- 
Slovakia and Amstel of Holland. 

Atlantis has been the importer 
and distributor in this country of 
Urquell and Amstel. Of late, it has 
become increasingly difficult to gain 
a supply of these brews with the 
result that the company has ac- 
quired a brewery and begun pro- 
duction of a domestic beer made by 
the slow and careful “hand brew- 
ing’’ methods developed abroad. 

Prior is now available here only 
on draft, at 15 and 20 cents a glass. 
Later it will be bottled to sell at 
25 cents. Prior to its introduction, 
it was marketed on a test basis in 
high-class bars, restaurants, grocery 
and delicatessen stores. 

Blindfold tests have been con- 
ducted, using Prior and Urquell, 
with tasters reported to have agreed 
that the domestic product is “prac- 


tically identical’ with the foreign 
brew. 

First advertising of Prior will 
break next week when insertions 


will appear in metropolitan editions 
of beverage business papers. It is 


Atlantis is marketing | 


expected that distribution will be 
wide enough in this market by fall 
to permit first consumer advertising. 
Territories will be opened up in 
other sections as soon as possible, 
with national distribution and 
tional advertising the goal. 

Charles W. Hoyt Company 
been appointed to direct the 
count. 


na- 


has 
ac- 


Resort to Howard 

Virginia Hot Springs Company 
has placed its advertising account 
with Edward Howard & Co., Cleve- 
land. Newspapers and magazines 
will tell the story of the resort and 
convention center at Hot Springs, 
Va., comprising the Homestead 
Hotel, three golf courses and an 
airport. 


3 way ROAD TO SALES! 


NBC Red & Blue 
Station covering @ 
$589,532,000 Urban 
and Rural market. 


Offers UP News at 
low introductory 
rates in Nations 


23rd market. 


Largest CBS Station 
in Vermont and New 
Hampshire. 


"THREE progressive Stations, cov- 
ering choice Urban and Rura! 
Markets, are now available at a spe 
cial combination rate, making thir 


“The Best Spot Buy of 1 940" 
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P | t 
k 
ra bab y : 

KISSING BABIES is one of the first things a budding poli- 
tician learns to do. Not because he likes babies. But because every 
baby has a mother . . . and every mother has a vote. 

Advertising isn’t much different from polities. If you want 
to sell anything to mothers, watch where they buy baby food; and 
where the most baby food is bought, the most of what you have to sell 
will also be bought. 

In New York City, for instance, 83‘: of the advertised 
baby foods sold in drug stores is bought by mothers in high and me- 
dium income neighborhoods—and 67‘c of the baby food sold in gro- 

_ cery stores.* And families in these neighborhoods are only 54% of 
o \e all families in the city, served by only 46‘¢ of the grocery stores. 
i . * « * « 
t Mothers in these neighborhoods not only buy the most 
> £ . . 
i baby food—they buy the most of practically every advertised product 
M mn, 5 , 
as Y you can think of. They're easy to sell, too; and because it takes fewer 
e- af , : 
| j stores to serve them, they re less expensive to sell. Good reason, all this, 
why we call them the Profit Half of the New York market. 
ny And in the Profit Half of the New York market ALONE... 
int 
a The New York Times reaches one of the largest groups of housewives 
i . . 
“4 reached by any newspaper anywhere—221,840 weekdays, 414,180 
ad * 
an Sundays. If you want to concentrate your advertising where you profit 
— most, there’s no better time than now to get in touch with us. 
c k Gi 
° he New York Gimes 
_ “ALL THE NEWS THAT'S FIT TO PRINT” 
Hue ADVERTISING OFFICES: CHICAGO + DETROIT « SAN FRANCISCO + LOS ANGELES 
é 
_ *Our Market Research Department will gladly give you the facts. If you're interested 
in other products than baby food, just specify what. 
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ing the act and that enforcement| bottom of the pores of the skin or pondent’s said cream is different GOES INSTITUTIONAL 


FIC Mandate 
Bars 24 Claims 
for Face Cream 


New York, June 20.—In calling 
attention of its members to the fact 
that the period of grace ends July 
1 and all sections of the Federal 
Food, Drug and Cosmetic Act will 
take effect on that day, the Toilet 
Goods Association has called atten- 
tion to some claims which may no 
longer be made for face cream. 

The Association said that there 
will be no further delay in enforc- 


on and after July 1 is likely to be 
much more vigorous than hereto- 
fore. The Food and Drug Admini- 


stration will be transferred to the 
Federal Security Administration 
July 1 instead of July 11, as for- 


The Administra- 
will remain un- 


merly scheduled. 
tion’s policies 
changed. 


Has Wide Application 


The association said that a cease 
and desist order issued by the Fed- 
eral Trade Commission against 
Lady Esther, Ltd., Chicago,- applies 
eaually to other creams on the mar- 
ket. The prohibited statements are 
as follows: 

“1—That said Face Cream pene- 
trates the skin or penetrates to the 


into or below the skin, or has any 
unique or unusual or active pene- 
trative properties in relation to the 
skin; 

“2—That dirt from the outside 
gets into or under the skin or be- 
comes imbedded therein or fills the 
pores of the skin to the bottom, or 
that respondent’s cream will remove 
dirt if so located; 

“3—That said Face Cream 
will dissolve dirt or waste matter 
in the pores of the skin or cleanse 
them below their exterior openings. 

“4-That said cream sinks into 
the pores of the skin and then by 
reverse action or otherwise flushes 
out the waste matter therein. 

“5_That the method of cleaning 
the skin of the face by use of res- 


from that of any other skin clean- 
ing preparation in that it cleans 
more than the surface of the skin 
and the exterior openings of the 
pores, whereas other skin prepara- 
tions clean only the surface and the 
exterior openings of the pores; 
“6—That blackheads are im- 
bedded dirt or are anything other 
than waxy skin secretions, the ex- 


terior surfaces of which are dis- 
colored by exterior dirt; 
“7—-That said cream will over- 


come, correct, or cure a dry skin 
or do more in affecting a dry skin 
than furnish a temporary supply 
of lubrication; 

“8—That said cream is as effica- 
cious on an oily skin as on a dry 
skin except that it will clean an oily 


@ OF course most of our customers doo't buy new cars by 


telephone But we do have several who keow us so well and 


CAPITOL MOTORS 


CAPITOL AT MICHIGAN 


The Cldest. Automobile Seater in 


DODGE - PLYMOUTH - DODGE TRUCKS 


Capitol Motors, Indianapolis Dodge and 
Plymouth dealer which claims to be the 
oldest automobile dealer in the United 
States, has launched an_ institutional! 
campaign stressing this fact. 


skin at least to the same extent a 
a dry skin; 

“9—That the cause of an oily sk 
is the same as the cause of a di) 
skin; 

“10—That the use of said crea 
will prevent or remove wrinkles ©: 
lines in the face other than such 
lines as may be caused by dryne 
of the skin; 

“11—That the use of said crea: 
will remove blackheads or any part 
or portion of blackheads except thi 
superficial dirt on the outside su: 
face thereof; 


Bans Refining Claim 


12—That the use of said crean 
will refine the pores of the skin o1 
correct or remove the cause of en- 
larged pores or have any effect 
thereon except that its use may re- 
move superficial accumulation otf 
dirt from the pore openings and 
may help nature refine the pores, 
and to the extent that superficial 
pore enlargements may be due to 
such accumulations will serve to re- 
duce pore openings; 

“13—That the use of said cream 
will remove from the skin blem- 
ishes or rough spots other than 
those due solely to dryness of the 
skin; 

“14—That soap and water are in- 
jurious to the skin or that they dry 
the skin except temporarily; 

“15—That the use of said crean 
supplies dry skin with what it need 
to overcome that condition; 

“16—That all users of said crean 
are free from a rough skin or that 
use of said cream will banish rough- 
ness permanently or have any lu- 
bricating effect on the skin more 
than a temporary lubricating effect 

“17—That the use of said crean 
refreshes tired cells of the skin 01 
brings new life to such cells; 

“18—That the use of said crea! 
safeguards beauty glands or bring 
them back to activity; 

*“19—That dry skin is an old ski: 

*“20—That a dry skin is the caus« 
of all wrinkles or that it is the 
cause of any wrinkles’ without 
specifying such wrinkles as the kind 
of wrinkles that are caused by dry 
skin; or that all tiny lines become 
wrinkles, or that any tiny lines be- 
come wrinkles without accompany) 
ing said statement with a truthful 
explanation as to the kind or kinds 
of tiny lines which may or do be- 
come wrinkles; 

“21—That respondent guarantees 
its said cream or the results claimed 
by use thereof, unless the nature 
and extent of such guarantees are 
clearly and adequately disclosed in 
immediate connection and conjunc- 
tion with such guarantee and with 
equal prominence and emphasis; 

“22—That the use of said cream 
removes or corrects the cause of en- 
larged pores or blackheads; 

“23—That said cream is a solvent 
of or dissolves dust, soot, dirt, dead 
skin cells or the various forms of! 
dirt and waste matter that soil the 
skin; 

“24—That the use of said cream 
will affect the pores of the skin ad- 
vantageously otherwise than as 
heretofore indicated in this order.” 
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he WEBBCBALLG Pfurhes  LBuco Corer 


BLACK STARR & FROST 
Be pte Shreve 


NEW YORK — EAST ORANGE 


CRUMP & LOW COMPANY 
BOSTON 


Nearrfglberlom LORING 


ST. LOUIS ANDREWS 


JACCARDS | 


KANSAS CITY 


CINCINNATI 
BR 0 ( K GEORG JENSEN SCHWARASCHILD 
__ HKrivdlauder a 
TRAUB BROS. & CO. Kopre Bagley & Co. | 
PLUMB JEWELRY STORE JeweLrr Co. PAUL Pannen tu: 4 ia % 
lk. ma — ah" 
ilden-l hurber JUERGENS & ANDERSEN CO. SUTTON Weer 
PROVIDENCE — NEWPORT CHICAGO JEWELRY CO. BOHM-ALLEN CO. 
The James R. Armiger Co. ¥ Jou M Rosters ¢ Son Co 
a neo 
HARTFORD HOUSTON MINNEAPOLIS 


OFF jenelry store advertisers 


You see above the names of just a few of the 
641 jewelers who place before the readers of The 
Christian Science Monitor their advertising of 
diamonds, watches, silverware, and other lovely 
things. These retailers are located in hundreds of 
cities in the United States, Canada, and other 
countries. 

“There is no medium that I know of that in any 
way compares in results with The Christian 
Science Monitor,” writes a jeweler in Portland, 
Oregon, who has been a Monitor advertiser since 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 
NEW YORK: 500 FIFTH AVENUE 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle 
London, Paris, Geneva, Sydney 


1923. “It has helped us to sell not only diamonds, 
but watches and silverware as well,” writes an ad- 
vertiser in El Paso, Texas. “We are always very 
much gratified when your readers tell us that they 
are dealing with us because of our advertising in 
The Christian Science Monitor,” says a Baltimore 
jeweler. 

If you are making or selling merchandise of 
quality —be it diamonds, automobiles or tooth- 
brushes —take a tip from successful retailers, and 
build new business through Monitor advertising. 
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Rider Research 
by Transit Lines 
Called Essential 


Auto Families Among 


Best Customers, Transit 


Operators Told 


Green Lake, Wis., June 20—The 
use of modern consumer research 
to bridge the gap between manage- 
ment and the public was proposed 
by Laurence Wingerter, promotion 
and publicity director for the Amer- 
ican Transit Association, New York, 
in addressing the annual convention 


AF A Convention Time Table 


(All meetings at Hotel Sherman unless otherwise indicated) 


MONDAY 
Registration, mezzanine 
Newspaper Advertising Executives 

Association, Hotel LaSalle 


Wei - Tr 9:00 A. M 
Sales Managers’ Division, National 
Association of Broadcasters, 
Rose Room . ate .9:30 A. M 
Club Activities Conference, Crystal 
Room .. ...9:30 A. M 
Publie Utilities Advertising Asso 
ciation, Palmer House. .9:30 A. M 
Opening luncheon session AF 
Grand Ballroom 12:15 P. } 
Business session, Grand Ballroom 
| ,:00 P M 


Public Utilities Advertising Ass: 
ciation, Palmer House 1:00 P.M 
Reception winner of Jo 
sephine Snapp award, Penthouse 
Teer 4:00 P. M 
Public Utilities Advertising Asso 
ciation, Palmer House, reception 
TTT ‘ ; ..5:00 to $200 BP. M 
Annual banquet and ball, Grand 
Ballroom 7:30 P.M. 


to meet 


of the transportation section of the | 


Wisconsin Utilities Association at 
the Lawsonia hotel here Monday. 

Evidence gleaned from surveys 
now in progress indicates that the 
transit industry’s best riders, in 
volume of rides, are those in the 
middle brackets and not the small 
income group. 

“It is true that people with small 
incomes are most likely to use our 
service when they do ride, but they 
ride less often,’ Mr. Wingerter said. 
“As a class, they go to work less 
frequently, they make fewer trips 
to shop and to go to the movies. 


Many Car Owners 


“In fact, our surveys show that a 
surprisingly large number of our 
passengers have an auto in the fam- 
ily, and that there is no distinct line 
of demarcation between auto own- 
ers and transit riders. 

“Knowing that a great portion of 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums ! 


Complete copy supplied for U. S. and 
foreign countries—Astronomical Calcula- 
tions, Weather Forecasts, Astrological 
Readings, Planting Tables, Fishing Calen- 
dars, etc. 


HART WRIGHT COMPANY, Penn Yan, WY. 


TUESDAY 


National and _ retail 
conference, Grey 


advertisers’ 


Public Utilities Advertising Asso- 
ciation, Palmer House.9:30 A. M. 
Sales Managers’ Division, National 
Association of Broadcasters, 


Rose Room. TteT! . i - -— - 
Direct Advertising Conference, 
Crystal Room. ..9:30 A. M. 


Newspaper Advertising Executives 
Association, Hotel La Salle... 


| Premium Advertising Association 


of America, West Room........ 
ae —rere ..10:00 A. M. 
Industrial Advertisers luncheon, 
Louis XVI Room.....12:15 P. M. 
Newspaper Advertising Executives 
Association, luncheon, Hotel La 
PAENO 460 06aawcasdens 12:15 P. M 
Public Utilities Advertising Asso- 
ciation, luncheon, Palmer House 


Louis XVI Room . 2:16 P. M. 


Newspaper Advertising Executives 
Association, Hotel La Salle... 
- Tr rTrrrT. | Rae 
Direct Advertising Conference, 
Crystal HOO. .icctaus 2:15 P. M. 
National, Retail Advertisers Con- 
ference, Grey Room,.,.2:15 P. M 
Financial Advertisers Conference, 
WOM POOGG. isc ckccedesee =: a 
Tea and Fashion Show, Wedge- 
wood Room, Marshall Field & 


Co , Tet? | oe * 
Council on Advertising Clubs, 
oe) .4:30 P. M. 
Council on Women's Advertising 
Clubs, Penthouse...... 4:30 P. M. 
Twenty-Year Club Dinner, Grey 
a Perr ree ee eee ee 6:00 BP. M. 
Broadcasters’ Cabaret Party, Grand 
ki Serer re rere 9:00 P.M. 


WEDNESDAY 


Club Activities Conference, Crystal 


PEED. 665664 0 625 12:15 P. M. 
Annual Business Meeting, A. F. A., 
Grand Ballroom... 3:00 P.M 
Ox Roast, Il@-Air Park. .4:00 P, M. 


THURSDAY 


Advertising exhibit open all day. 


|}our riders come from the 
class, and knowing that they are 
| familiar with automotive standards 
|of comfort, we should be encour- 
| aged to keep our operations ever on 
an attractive standard—to make our 
seats as much like those in a pri- 
vate auto as possible, and to keep 
|}our vehicles scrupulously clean at 
all times.” 

| Mr. Wingerter also said that a 
survey in one city showed that 21 
| per cent of the men interviewed had 
bge transit service to go shopping 
in the previous week. 

|our advertising appeals, we have 
overlooked the fact that men spend 
at least a part of the family’s 
| money,” he suggested. 


The main reason why people use 


middle | 


“Perhaps in| 


public transportation is conveni- 


_ence, Mr. Wingerter said, and went 


on to explain that in general the 
industry hasn’t made its 
easy to buy and has failed to pro- 
vide adequate service information to 
the public. 

Mr. Wingerter warned against the 
use of employes to sound out pub- 
lic opinion. “Much money has been 
wasted on surveys that were used 
merely to gather information at 
random, without accurate sampling 
among the proper population groups, 
or intelligent appraisal of the re- 
sults,” Mr. Wingerter said. “In the 
hands of experts, you can be sure 
that your survey will be factual, 
and that the information gained 
will be useful.” 


product | 


| 
| getting started in the transit field,” 
he said. “Yet within the next two 
or three years, it may come to be 
generally accepted as a necessary 
part of our operations. It should 
be just as important to us as our 
| researches into the best octane rat- 
ing for gasoline, or the most effici- 
ent supervisory system. 

“Careful and intensive study of 
our customers will probably reveal, 
jnot any single panacea that will 
|double our riding overnight, but a 
long series of unsuspected condi- 
tions that are subject to correction, 
and a host of new selling ap- 
proaches which, taken together, will 
enable us to raise transit service to 
a new and higher plane where it 
will attract more riders and more 
|revenue in the years that lie im- 
mediately ahead.” 


23 Television 
Stations Set Up; 
19 Others Studied 


Washington, D. C., June 19.— 
The Federal Communications Com- 
|mission has announced new rules 
and regulations to govern television 
|in order that existing facilities may 
|render the utmost in public service 
during the experimental stage in 
'the industry. The Commission has 
| tentatively approved 23 applications 
|for television stations in various 
sections of the country and an- 
nounced that it will consider 19 
more applications and outstanding 
licenses in the near future. 

Most of the stations will be 
}allowed to furnish service to the 
public and it is anticipated that the 
regulations which the Commission 
has now adopted will form the basis 
for regular commercial operation 
of television. 

In addition to regular television 
broadcasts, it is expected that the 
23 licensed stations will make sub- 
stantial research in the field and 
experiment with engineering prob- 
lems in order that television may 


“Consumer research today is just | develop for widespread public use. 


Of the remaining cases, some are 
new applications and some are 
applications for extension of exist- 
ing licenses. In each instance, the 
Commission announces, the appli- 
cant must make ae satisfactory 
showing that granting of his request 
will result in engineering work 
which will tend to the development 
of a uniform system of transmission 
standards of acceptable technical 
quality. 


Channels Distinguished 


The Commission’s regulations also 
specify that no person, either di- 
rectly or indirectly, shall operate or 
control more than three public pro- 
gramming television stations. 

The regulations divide the high 
frequency channels assigned to tele- 
vision into three groups, as follows: 

Group A: 50,000 to 108,000 kilo- 
cycles; group B: 162,000 to 294,000 
kilocycles; group C: any 6,000 kilo- 
cycle band above 300,000 kilocycles, 
excluding band 400,000 to 401,000 
kilocycles. 

In addition, it is announced that 
the Commission will not, except fo: 
extraordinary cause, authorize any 
one television broadcasting station 
to use more than one channel in th« 
main seven channels constituting 
Group A. 


War Forces Early Action 
on ‘41 Refrigerators 


|} and 


| before the 


In order to squeeze preparation 
for 1941 refrigerators in ahead of 
the rush to step up = defenss 
preparations in the United States 
the manufacturers are crowding 
through designs so that retooling 
orders for steel and othe: 
materials can be put through long 
usual time. Ordinarily 
designs would not be ready for a 
month or two and orders for stee! 
would not be placed until fall. 


As it is much of the material 
ordering is being completed. In 
order to simplify matters design 


changes are being restricted and, in 


harmony with the trend toward 
fewer sizes begun this year, this 
development will be encouraged 


further. 


dep There’s still room on our WISV bandwagon 


—= 


you to “hop aboard the bandwagon.” 


week...even a typical winter week of 1940! 


But as we were saying... about that bandwagon we invited you to 
hop aboard ...there’s still room for a few ambitious advertisers... 


even though WJSV’s noted accent on public-service is even more 


pronounced today than ever before. 


A WJSV-originated program—designed to sell 


the asking. Are you asking: 
WI SV % COLUMBIA'S STATION FOR THE NATION'S CAPITAL 


Owned and operated by the Columbia Broadcasting System 
Represented by Radio Sales: New York * Chicago * Detroit 


St. Louis * Charlotte, N.C. * Los Angeles * San Francisco |) 


* Iu Ne 


—even though this summer is busier than last winter! 


At the end of last year, in our own modest way, we told you adver- 


tisers about WJSV’s new 50,000 watts of power. We invited 


But we didn’t expect the rush that resulted. No nice, gentle sales 

increase but a surge! WJSV had a very good summer in 1939. But 
’ & 

so far, we’re more than 22° ahead of the same week last June” in 


total sponsored business. In fact, we’re way ahead of a typical winter 


is still yours for 


-J/,/ 
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general price structure on an up- plays. Harmar Denny, former SUGGESTS SLIMNESS 


Arnold Promises 
Watch on Prices 
in Public Interest 


Washington, D. C., June 
Assistant Attorney General Thur- 
man Arnold told the Institute of 
Public Affairs at Charlottesville, 
Va., Saturday that the major prob- 
lem of the Department of Justice 
in connection with the European 
war is to protect the farmer and 
the consumer from exploitation. 

Pointing out that there will be a 
tremendous demand for certain 
types of materials and certain goods 
which are produced in this country, 
he likened this demand to a huge 
consumer who is going to compete 
for goods with American purchasers 
through mass buying power and 
artificial credits. 

The anti-trust revision head de- 
clared that for the present, at least, 
we have plenty of goods to supply 
this new giant—which may cause 
increased employment and purchas- 
ing power. He told the Institute 
that it will need booming prices of 
only a few commodities to start the 


18.— 


ward spiral which will soon get out 
of control. 

What the Department of Justice 
must do, he said, is prevent unrea- 
sonable use of organized power to 
put a floor under prices and to pre- 
vent prices from rising beyond the 
reasonable levels actually indicated 
by costs. 


Some Indications Already 


There have already been indica- 
tions of upward pressure on prices 
in certain restricted fields, he said, 
but added quickly that the response 
to date has not been serious. Mr. 
Arnold emphasized that the anti- 
trust laws, if vigorously enforced, 
can prevent any group from using 
the cloak of national defense to 
establish itself in a strategic posi- 
tion from which to dominate the 
market. He added that the laws 
are the front line of defense against 
unreasonable use of industrial 
power. 

He pointed out, however, that the 
federal government cannot do the 
whole job and cited the present 
cooperation between the city and 
state of New York and the federal 
government in attacking certain 
abuses in restraint of trade there as 
a logical approach to the problem. 


“Silence Golden,” 
Campaign Reminds 
Pitt Workers 


Pittsburgh, June 20.—The brain- 
child of a local advertising man, a 
“Silence Is Golden” advertising 
campaign was launched this week 
in the Pittsburgh region with the 
cooperation of several daily and 
weekly newspapers. The campaign 
is designed primarily to caution 
Pittsburghers engaged in _ steel 
manufacturing and heavy industry 
to be on guard against careless talk 
that might prove useful to foreign 
interests. 

Organizer of the drive is Bob 
Post, young advertising man, who 
conceived the idea after he had 
heard a workman revealing too 
much information about his _ fac- 
tory’s production record in a tavern. 
He went home, got out his drafting 
board and drew some sketches for 
a three-column ad, urging people 
not to talk to strangers about their 
work. In addition to the newspaper 
space, which is donated by the re- 
spective publishers, the campaign 
also includes posters and placards 
for display in plants, offices and 
store windows, and outdoor dis- 


se. 


FULLER & SMITH & ROSS 


NEW YOrR 


CLIENTS 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company & Co., 
Aluminum Seal Co. 


American Lumber 
& Treating Co. 


American Magnesium 
Corporation 


The Austin Company 
The Bassick Company 
The Bryant Electric Co 
The Bryant Heater Co 


Central National Bank 
of Cleveland 


Certain-teed Products 
Corporation 


Chase Brass & Copper Co 
Cleveland Fruit Juice Co 


The Cleveland Railway Stars 


Company 
The Climalene Company 
Commonwealth Shoe 

& Leather Company 


P. & F. Corbin 
Mark Cross Company 


K * 


gu ee 


The Crowell-Collier 
Publishing Company 
Detroit Steel Products Co 
B. F. Drakenfeld 
2o., Ine. 
Emery Industries, Inc 
Ferguson-Sherman 
Manufacturing Corp. 
Ford Tractors and 
Ferguson System 
Implements 
Firth Carpet Company 
Fostoria Glass Company 
Goodrich Co. 
Brunswick, Diamond, 
Hood and Viller Tires 
Goodrich and Miller 
Drug Sundries 


The B. F 


Hercules Powder Co., Inc 


Kensington Incorporated 
of New Kensington 


KMPC The Station of the 


Lewis & Conger 

Lincoln Bag Company 

Medo Photo Supply Co. 

The National Screw & 
Manufacturing Company 


New York University 


Olney & Carpenter, Inc. 

The Patterson-Sargent Co. 

The Pennzoil Company 

Plymouth Cordage Co. 

Presto Recording Corp. 

Steel Founders’ Society 
of America 

The Strong, Carlisle & 
Hammond Company 

The Trundle Engineering 
Company 

University School 


Westinghouse Electric 
& Manufacturing Co. 


Westinghouse Electric 
Elevator Company 
Westinghouse Electric 
International Company 
Westinghouse Electric 
Supply Company 
Westinghouse Lamp Div. 
Westinghouse X-Ray Co 
West Penn Power Co. 
The WGAR Broadcasting 
Company 
White Sewing Machine Co 
WIR The Goodwill Station 
The Wooster Rubber Co 


CLEVELAND 


1501 Euclid Avenue 


Pittsburgh director of public safety, 
has been enlisted to head the drive 
as general executive chairman. He 
said he planned to form a board of 
control composed of leading local 
industrialists with a view to making 
the movement nation-wide. 

So far, the campaign hasn’t cost 
a cent. Post makes up the ads and 
posters. Jack Colhouer, young local 
artist, contributes the drawings. 
Cuts are donated by Superior En- 
graving Company and electros and 
mats by the Catholic Observer 
Publishing Company. The newspa- 
pers donate the space. 


ASCAP Contracts 
for Broadcasters 
Sent to Stations 


New York, June 19.—Contracts 
for license to broadcast music under 
the control of the American Society 
of Composers, Authors and Publish- 
ers were mailed yesterday to broad- 
casters and to “every important ad- 
vertising agency in the United 
States,”” ASCAP revealed today. 

The new license arrangement, 
which will go into effect Jan. 1, 
1941, covers a five-year period. Fees 
fall into four groups, covering sta- 
tions with 1939 gross of less than 
$50,000, between $50,000 and $150,- 
000, more than $150,000, and chains. 
Fees range from 3 per cent for the 
smaller stations up to 7% per cent 
for the chains, in line with the de- 
cision of ASCAP to abandon its 
original flat rate for a sliding scale. 


Reductions in New Scale 


According to John G. Paine, gen- 
eral manager of ASCAP, under the 
new scale “approximately 350 sta- 
tions will get a 50 per cent reduc- 
tion in 1941, compared to 1939 and 
1940; approximately 200 more will 
get a 33.1/3 per cent reduction; and 
with a very few exceptions, not a 
single individual station in the 
whole United States will be asked 
to pay a larger percentage than they 
paid in the past.” 

In view of the setting up, under 
the aegis of the National Associa- 
tion of Broadcasters, of Broadcast 
Music, Ine., as a competitive serv- 
ice to ASCAP, the reception which 
the new five-year contract will re- 
ceive from the broadcasting field is 
likely to be something less than 
warm. 


Four Food Shows 
to Follow Each 
Other on Red . 


New York, June 20.—General 
Foods Corporation will take over 
three periods each week of the El- 
mer Davis news broadcasts, begin- 


ning July 1. In behalf of Post 
Toasties, the commentator will be 
heard Monday, Wednesday and 


Thursday from 8:55 to 9 p. m. over 
87 CBS stations. Gillette Safety Ra- 
zor Company sponsors the program 
on Friday and Sunday. The other 
two nights he is heard on a 
taining basis. Benton & Bowles 
handles the Post Toasties account. 
Kraft Cheese Company will 
shift the program featuring Bing 
Crosby and Bob Burns ahead one 
hour on Thursday night, presenting 
the program from 9 to 10 p. m., 
beginning July 4. On the same date, 
National Dairy Products Corpora- 
tion will shift the Rudy Vallee pro- 
gram for Sealtest products from the 


sus- 


half hour beginning at 9:30 to the 
10 to 10:30 p. m. spot. The Kraft 
program, handled by J. Walter 


Thompson Company, is heard on 76 
NBC Red stations, and the Sealtest 
program, directed by McKee & Al- 
bright, is aired on 59 NBC Red sta- 
tions. 

Under the new set-up beginning 
July 4 on the NBC Red network, 
four food programs will be aired 
consecutively from 8 to 10:30 p. m 


General Foods Corporation will 
have the 8 to 8:30 spot with the 
“Good News” program for Maxwell 


House coffee, and the following half 
hour with “The Aldrich Family” 
for Jell-O. The Kraft and Sealtest 
programs follow. 
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The unusual long, slender package for 

Playtex girdle, product of International 

Latex Corporation, suggests the value of 
the product it encloses. 


the Cuneo 
joined W. G. 
catalog 


Kingsbury Shifts 


G. G. Kingsbury, formerly with 
Press, Chicago, has 
Conkey Company, 
producers of Hammond, 
Ind., as Cleveland representative. 


Brick» Cray 


INDUSTRY 
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INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
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Calendars, when properly conceived, de- 
signed and executed, are mighty potent 
sales and good-will items. 


Look at what you get in a calendar: 
A real consumer demand; 
No space charge; 
Advertising right at the point of use; 


Absence of competitive advertising or 
competitive interest; 


A full-year showing — every hour of every 
day; 


Low circulation cost; 


Opportunity to identify local retail dealer; 


«Sailing... WHITINGS 


A valuable good-will builder. 
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MAY HEALTH HAPPINESS AND CONTINUOUS GOOD CHEER 
BE YOUR SHARE OF LIFE THROUGHOUT THE COMING YEAR 


Yomar Whiting Wiliman 


Forbes creates and produces millions of 
calendars each year — no stock designs; 
each calendar developed to do a specific job. 
Let us create a calendar for you — we'll do our 
best to merit the same measure of enthusiastic 
satisfaction expressed in this letter from the 


Whiting Milk Company. 
LITHOGRAPH CO. 
THE SHOP 
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June 24, 1940 


ADVERTISING AGE 


HOW NEWSPAPER ADVERTISING FARED IN MAY 


6 GAIN AND LOSS PER AG 5 ES ie 

MAY 1940 - 1939 Loss Gait 
CLASSIFICATIONS -30 -20 -10 0 10 20 x 
RETAIL 5.9% eer | 
GENERAL 4.8 — | 
AuTOMOT IVE 28.6 
F AUNANC LAL -8.5 ee 
Tota DisPLay 7.0 enaeieceaial 
CLASSIFIED 5.5 
TOTAL ADVERTISING 6.7 
DEPARTMENT STORES 5.4 | 
JANUARY | TO MAY 31, 1940 - 1939 
RETAIL 2.4 
GENERAL 3.3 
AUTOMOT IVE 25.1 
FINANCIAL -2.5 
Tota DisPray 3.8 
CLASSIFIED 2.6 
TOTAL ADVERTISING 3.5 
DEPARTMENT STORES 3.3 

-30 -20 -10 0 10 2 30 


A quick picture of newspaper advertising 
1940, compared with the corresponding periods of 1939. 


for May and for the first five months of 
The chart shows Media 


Records’ measurement of advertising in 52 cities. 


Frequency and 
Volume Discounts 


for Gravure Group 


New Plan Tried Out on 
Coast by National Sell- 
ing Unit 


New York, June 20.—Extension 
of the volume and frequency dis- 
count plan, plus a move toward a 
closer relationship between _indi- 
vidual and group rates, was an- 
nounced here this week by News- 


paper Groups, Inc. (formerly 
Gravure Service Corporation), with 
the release of a new rate card 


covering the Pacific Coast Gravure 
Group. 

In announcing the new rates for 
the Pacific Coast combination, 
Daniel E. Moran, president of 
Newspaper Groups, Inc., declared 
that the organization hopes shortly 
to announce similar rate changes 
for the other divisions of the group. 

“For some time, Newspaper 
Groups, Inc., has been conscious of 
the fact that rotogravure advertis- 
ing rates, both on a group and 
individual basis, have been subject 
to objections on the part of many 
national advertisers because of cer- 
tain definite disadvantages,’ Mr. 
Moran said. 


Differentials Too Great 


the first place, the marked 
differential between individual and 
£roup rates, which in certain in- 
ces approximates 35 per cent, 
been so great as to lead adver- 
ers to feel that individual rates 
1 whole were exorbitant. Hence, 
1 a group buy was not feasible, 
ertisers frequently chose not to 
certain desired markets at indi- 
ial rates. In all groups, the 
ced reduction offered by the 
ger papers actually produced 
business for the weaker papers 
out a corresponding benefit to 
tronger papers. The advertiser, 
the same time, could only obtain 
narked rate reduction when all 
bers of a given group were 
d, whether or not all markets 
newspapers therein were de- 

Such a large differential 
tween individual and group rates 
uunted to a penalty for those 
ertisers who could not buy a 
rather than a reward 
advertisers who by the 
their distribution, etc., 
advantage group 
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Changes Made 

“We believe that these disadvan- 
tages can be corrected through 
moderate changes in the national 
gravure rate structure. By so doing, 
a degree of flexibility will be intro- 
duced into the national gravure 
pattern which has not existed here- 
tofore. 

“The primary object of the new 
rate structure is to lower individual 
gravure rates; at the same time, to 
maintain group gravure rates at a 
point where there will be a_ suffi- 
cient group discount to reward 
those advertisers who spread their 
appropriation in a given region. 

“Further, we are introducing 
volume and frequency discounts 
applicable to group and, in many 
instances, to individual rates. 

“Thus, an advertiser using roto- 
gravure on the Pacific Coast is now 
rewarded for frequency of insertion 
or volume of space through a series 


of discounts in each of the three 
papers, with an additional reward 
in the form of a group discount 


when all three papers are bought. 
We believe advertisers and agencies 


will be in full accord with these 
improvements. 
“Effective immediately, News- 


paper Groups, Inc., takes over the 


representation for all rotogravure 
advertising in these three news- 


papers, both on a group and indi- 
vidual basis.” 


Three Papers Affected 
The publications comprising the 
Pacific Coast Gravure Group are 
the Los Angeles Times, Portland 
Journal, and Seattle Times. The 
new open line rate for monotone is 
$1.71, replacing the former flat line 
rate. From this open line rate, 
which compares with a combined 
open line rate for the three publi- 
cations individually of $2.07, dis- 
counts of 2! per cent are given fo1 
1,000 lines or seven insertions in 
one year; 5 per cent for 2,500 lines 
or 13 insertions; and 7's per 
for 5,000 lines or 26 insertions 

Individual discounts effective for 
each paper are 5 per cent for 1,000 
lines or seven insertions; 10 per 
cent for 2,500 lines or 13 insertions; 
and 15 per cent 5,000 
26 insertions 

Insertions run at group rates may 


cent 


for lines or 


be added to insertions run at indi- 
vidual rates to earn larger dis- 
counts, but not vice versa 


Provandie to Facts, Inc. 


B. F. Provandie, 
executive with the Boston Post for 
the past six years, has been elected 
vice-president and appointed direc- 
tor of sales of Facts Inc., a genera! 
research corporation in Boston 


an advertising 


Manaster Joins Pokrass 


Charles Manaster, formerly gen- 
eral manager of United Packe 
Inc.. Chicago, has joined the ad- 
vertising agency of Martin A. Pok- 

ss, Chicago He will ©! ice ac- 
counts in the food field 


Appoint Selph A. M. for 
Automotive Publications 


Colin M. Selph, advertising rep- 
resentative of Slocum automotive 
publications in the Central states 
for the past four years, has been 
appointed advertising manager of 
Automotive News, Automotive 
Service and Automotive News AIl- 
manac, published by the company. 


Change Gamble’s Title 

Frederic R. Gamble, for 11 years 
executive secretary of the Ameri- 
can Association of Advertising 
Agencies, has been named manag- 
ing director of the assocration. 


Cadillac Offers Bonuses 


Cadillac Motor Car Division is 
offering $60,000 in bonuses to Cadil- 
lac-LaSalle dealers and salesmen to 
spur sales to offset the hot weather 
downtrend. The campaign will run 
through June and the first half of 
July. 


Sterling to Seiler Wolfe 
James A. Sterling has resigned as 
general merchandise manager for 
the Norge division, Borg-Warner 
Corporation, to become a_ vice- 
president of Seiler Wolfe & As- 
sociates, Detroit He will develop 
client merchandising programs. 


Mullins Adds Two 

The Youngstown 
division of Mullins Mfg. Corpora- 
tion, Warren, O., has appointed 
Marshall Adams in charge of mer- 
chandising Youngstown _ kitchens 
and R. E. Densmore national 
sales supervisor. 


pressed _ steel 


as 


Cooter Names Miller 

Cooter Brokerage Company, Chi- 
cago, has appointed C. L. Miller 
Company, Chicago, to handle its ad- 
vertising. Radio and newspaper 
advertising on Moon Rose com- 
plexion soap is being placed in Mid- 
western markets. 
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ADVERTISING AGE 
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Two-Color Copy 
Gets Best Rating 
in Newspaper Study 


New York, June 19.—The ad- 
vantage of using color copy in 
newspaper advertising was demon- 
strated by Armour & Co. in its 
orange -and- black insertion for 
Treet which appeared in the Louis- 
ville Courier-Journal April 12, ac- 
cording to the 15th report in the 
Continuing Study of Newspaper 
Readership conducted by the Ad- 
vertising Research Foundation. 

The Armour insertion, the only 
one in the paper studied which 
boasted a second color, occupied 
1.236 lines. It attracted a reader- 
ship of 39 per cent among the men 
and 43 per cent among the women. 
Another food advertiser, Great At- 
lantic & Pacific Tea Company, 
ranked second. Its 905-line copy 
for Eight O’Clock coffee attracted 
17 per cent of the men and 36 per 
cent of the women. In sharp con- 
trast, a 1,302-line insertion on Kel- 
vinator refrigerators gained only 4 
per cent male and 2 per cent fe- 
male readership for Nash-Kelvi- 
nator Corporation. 

A surprising showing was regis- 
tered by a 224-line insertion on 
Retonga tonic. Using a picture and 
testimonial from a Louisville street 
car conductor, this advertiser at- 
tracted 11 per cent of the men and 
13 per cent of the women. No other 
national copy in similar size com- 
pared with this mark. 


Largest Paper Studied 


Sixty-three per cent of the men 
and 71 per cent of the women who 
were interviewed read any national 
advertising. As in earlier studies, 
local copy fared better, perhaps be- 
cause of its greater volume. Read- 
ership for any local advertising was 
78 per cent for men and 94 per cent 
for women. 

The Courier-Journal study was 
notable in that the paper has the 
largest ABC circulation, 116,477, 
and the greatest number of pages, 
56, of any investigated to date. Its 
completion marked the attainment 
of the two-thirds mark in the con- 
tinuing research, for a total of 24 
are scheduled. The next will be of 
the News-Press, St. Joseph, Mo. 


Issues “Pay Advelopes” 

Pay envelopes, called “pay ad- 
velopes,” are being issued during 
June by the J. B. Williams Com- 
pany which advertise a new trade- 
in allowance for Roto-Shaver elec- 
tric razor. The envelopes are being 
produced by the National Premium 
Pay Envelope Corporation, New 
York. 


Beuret oles F. S. & R. 


J. W. Beuret, formerly with Vick 
Chemical Company and Morse In- 
ternational agency in New York, 
has joined Fuller & Smith & Ross 
Inc., Cleveland. 


It’s @ for 1 ) 
“/ 


and it’s 2 FOR 1 value 


when you use the 


MIDWEST 
FARM PAPERS 


ce the circulation of the a 


Na ational in the Midwest states—and at 
twice the subscription price 
@ Prairie Farmer @ Nebraska Farmer 


@ Wallaces Farmer & ltowa Homestead 
@ Wisconsin Agriculturist & Farmer 
@ The Farmer. St. Pauw 


Renews “Dad's Family” 

Chicago Distilled Water and Bev- 
erage Company has renewed its 
contract for another 52 weeks with 
“Dad's Family,” a_ three-times- 
weekly quarter-hour drama, broad- 
cast from WCFL, Chicago. Malcolm- 
Howard Advertising Agency, Chi- 
cago, has the account. 


Appoints Arbogust 

The Lewis School of Aeronautics, 
Lockport, Ill., has appointed Oren 
Arbogust, Chicago, to handle its 
advertising. 


Universal Parts Appoints 


Universal Parts, Inc., Chicago, 
automobile accessories and_ parts, 


has placed its account with Frankel- 
Rose, Chicago. 


Master Plumbers 
Plan Nation-Wide 
Advertising Drive 


con- 


collaboration 
r, secretary of the 


> advertising campaign to 
inform the public of the importance 
correct plumbing i 


report to use these 
ir local newspapers. 
Association of Mas- 
Seams rs here. 


Dutch Mill Reneiats 


Little Dutch Mill Candy Corpora- lena, Ark., has appointed the W 
has appointed Good- lace Witmer Company to repr 
‘ce & Morgan, Chicago, 
» its advertising. 


tion, Chicago, 


report Account to Adrian Bauer 


advocating a widespread advertis- 
ing campaign for 


Adrian Bauer Advertising Agen 
has been appointed to handle adve 
tising and sales promotion for Illu 


, drawn trated Current News, Inc., N« 
Norman Haven, Conn., distributor of ne: 
bureau. pictures. 

‘ advertisements satis ineiemaneaniiaiatl 

giving information about the serv- ’ . 

a ack te aaa Mother's Aid to Goldman 
industry and the latest ideas in the Mother’s Aid, Chicago Lying- 
the 
the 
advertisements 


Hospital, distributor of baby boo 
lets, has appointed the David Go! 
man Company, Chicago, to han¢ 
its seniunns 


| Appoints ‘Witmer 
The East Arkansas Record, H 


to sent it in the national advertisi: 
field. 


twice as many families in 1940 as it did in 
1936. And the typical CBS advertiser pays 
only half as much per listener in 1940 than 
he did only four years ago! 

That's how swiftly actual CBS circulation 
costs have dropped in recent years. Its the 
only down-curve in CBS history; a drop in 


costs without parallel in advertising history. 


THE SWIFT CLIMB IN CBS-CAB RATINGS SINCE 1936 


**allradio homes’ ”*— 


percentage—“all radio homes” 


@ CBS PROGRAM RATINGS: 
uP 99% SINCE 1936 


gram, compiled from the regular CABS 


A reports of January-February each year. ‘7 


Median figures are shown here inste: 
of averages following the statistical p 
ure of the CAB itself. 
All network ratings have 


since 1936, but the increase in CBS oil 4 


ences has out-distanced the field. Iw 
--Jan.-Feb. 1936, the median CAB rating. 
_ vee Migrening half-hour programs ( rp ee 
was slightly ahead of the comparable — 
CBS rating (7.2). But every year since. 

1936, CBS has moved increasingly a Dg 
of “the field.” In Jan-Feb. 1940, the — 


ietiae rating for “the field” 


MORE FOR THE MONEY 


The typical CBS evening Impartial CAB ratings measure the trend. 
The typical CBS evening program in 1936 
7.2 CAB. Four years later, this had 


climbed to 14.3. But the story doesn’t end 


there. CAB ratings are only a percentage of 
increased so sharply on CBS, the base for the 


swiftly rising. in an up-curve all its own. 


and while this percentage 


—was also 
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|.Sidney Johnson O'Keefe Loses iui ists isl, st Scott Paper. CBS Officials COLORS CHANGE 
Joins National Biscuit R di S it client and agency had no control on Defense Commission 
J. Sidney Johnson, for the past ad1o ul 


. ~ . - = * 
caused cancellation of the program. Thomas B. McCabe, president of om” 
six years director of merchandising : 


* The possibility of such a discon- | the Scott Paper Company, Chester, 
and advertising for the Independent Against Packard ‘ as Pa., and Paul R. 


; ; tinuance was understood when the Porter, attorney 
Grocers’ Alliance, Chicago, has been 


aucst 


. . . —_— _ . > > splara " te ic “Ot -asti ,s Svys- 
pointed manager of the sales pro- New York, June 18.—Radio comic contract was made, he declared, ws 4 srg com a bot oe ger ~ 
motion division of National Biscuit Walter O’Keefe’s suit for $48,750 2nd O’Keefe waived strict compli- cack Mateane pideaey Canvide- 
Company, New York. against Packard Motor Car Com- @Mce: . Sor} 


sion of Washington, D. C. 
Mr. McCabe, who also is chair- 
rrone to Tran illini man of the board of directors of the 
Ga repens Federal Reserve Bank of Philadel- 


It was incorrectly reported in Ap- 
VERTISING AGE last week that the 
new appointee was Urban Kreidler. 
Mr. Kreidler is sales manager of 


pany and Young & Rubicam was ne 
dismissed here last week by New 
York supreme court justice John E. 


Stine ee" ; a . McGeehan. Carl Garrone, formerly with Ill- | phia, will be assistant to Edward R. 
nl aie aie te ana The actor filed suit in May, 1938, Ustrators Inc., New York, has joined | Stettinius, who recently resigned as 
ment of Mr. Johnson’s new post when Packard and its agency can- the Tranquillini Studios, Cleveland. | chairman of the board of the United 

———_——. celled the radio program on which EE os 9 a henge Pind — 

. Sich Res , ~ , charge ¢ e ‘ision ¢ aw Ma- 

Meseck Appoints ne * ese _ the cog rtp Conley to B S & F terials Coordination. Mr. Porter will 
The Meseck Steamship Company constitute = _e © be executive assistant to Chester C. 


has appointed Redfield - Johnstone, $3,750 a week for 13 weeks. He w. F. Conley has joined the De- 
Inc.. New York, to handle its adver- contracted to serve for 22 weeks,|troit staff of Brooke, Smith & 
tising. but the show was stopped after’ French, Inc. 


Davis, supervising national agricul- 
tural prices and policies for the 
national defense program. 


The only change in three successive 

pages for Coty products is the color 

scheme, copy and illustrative material 
remaining unchanged. 


Color Scheme 


THE DROP IN CBS COST PER LISTENER SINCE 1936 Only Change in 


ae: ) ) Three Coty Pages 
3.389.100 * a ee a ee : New York, June 19.—Using three 
_ different colors to typify the atmos- 
CBS PROGRAM AUDIENCES: : phere of the product, a series of 
e uP 154% SINCE 1936 i a three magazine pages will feature 


the summer campaign of Coty, Inc., 
for its toilet waters. 


Rising bar shows increases in ecteal. : Headline, layout and illustration 
: S audiences, combining the 4 of the three pages, scheduled to ap- 
ser : year in the June 24, July 15 and 
i in CAB ratings (of. CBS half-hour / Aug. 12 issues of Life, will be ex- 
2,586, 300 ning programs) with the simu pea actly alike except for the change 
' - inerease in “all radio families”—th in color Keyed to the headline, 
for B percen eseach year, “Coty Informal Fragrance,” copy is 
meee CA oo fr y wal refreshingly gay, featuring a sketch 
Trend of costs is taken rom act a of a girl in a billowing dress, mer- 
a time and talent costs of median CBS. rily poised in mid-air on a swing. 
half-hour program, divided by act Pasig sg page, “se Emeraude, yom 
a show the girl’s dress in green, the 
, audience reached each year. a second (for Paris) in blue, and the 
1,644,480 ae Rate of decrease, as shown, is ae third will use a_ vivid red for 
: servative. So are the specific net Jett " : L/Aimant, Copy describes Coty 
shown here, ‘which are subj rt to revise Eau de Toilette as “a cool breath of 
: iM in | delight to others, refreshingly keyed 


sion downward because of present” to summer” and makes a point of 
reseagth limitations in measuring the price, “thoughtfully keyed to 
1,333,440 


ete aud ces te ar tired summer budgets. 


fey Magazine advertising will be sup- 
- plemented by the year-round news- 

$4.10 « CBS NET COST PER MM: he paper campaign, using 38 news- 
- DOWN Wky SINCE 1936 — papers in 31 leading cities through- 


out the country. Copy during June, 
July and August will resemble the 
Life pages 

J. D. Tarcher & Co, is the agency. 


ee ir - Pambrun to Crosley 


L. B. Pambrun has joined the ad- 
vertising staff of the Crosley Cor- 
poration, Cincinnati, to assist in the 
handling of creative and productive 
work. He was formerly with Stew- 


# art-Warner Corporation, Hibbard- 

F : Spencer-Bartlett and Brunswick- 

: Balke-Collender Company. 
Topics Names Smullen 


Charles A. Smullen, formerly 
with American Druggist, has been 
appointed Chicago manager of Food 
Field Reporter and Drug Trade 
| News, published by Topics Publish- 


nd. Specific figures show that, since 1936, the The complete story is told in “MORE FOR ing Company. 


36 increased CAB rating of CBS programs— THE MONEY”—a new CBS brochure avail- 


had when applied to the increase in radio families able on request. It shows how much more for EASY WAY 
end —results in an increase of 154% in the num- their money CBS advertisers have received TO REDUCE 
(? of “I: ° 


ber of families actually found listening to the cach year since 1930. Itis a book for the exee- , sie 
| Your Mailing Costs 
tage individual CBS evening half-hour. With this utive, who is really interested in lower adver- 
NOW YOU CAN turn out mailing pieces 
; : that click in spite of a limited budget 
> the increase in audiences, there has been a de- tising costs. Write to 485 Madison Ave., N. Y. eitet Chose on Dennen Coes. ees 
pauper 1 wht in weg cuts postage 
costs to the bone. But it has the opacity 
also crease in actual cost per listener of 43% since ~ — — of mach Souter Cane, ve yes cee pein 
porte tele of the eet without objection 
able now through 1 
1936 (based on specific time and talent costs). THE COLUMBIA BROADCASTING SYSTEM Hammermill Opaque prints well by 
letterpre or offset Its brilliant white 
rive a lift to halftone worth Color ire 
} klir lye harp, clean, ir 
See Hammermill Opaque for yourself 
Send for Opacity Test Card, fre« r 
packet and handy imple book Write on 
, r company letterhead to Hammermill 
P aper Co., Dept. G, Erie, Pa 
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TAKING THE ADVERTISING LITERALLY I f ti 
A ti ‘ ntormation 
THE NATIONAL NEWSPAPER OF ADVERTISING A dv t M 
Trade Mark Registered in U. S. Patent Office er isers 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 
Publication Office, 100 E. Ohio St., Chicago Tel. Del. 1337 | mee ce a a . 
New York Office, 330 W. 42nd St. | Tel. BRyant 9-6432 | | amhan seaiaanit om ae > Room 
G. D. CRAIN, Jr., President and Publisher ADVERTISING AcE, by any nation: 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E&. KEBBY, Secretary q advertiser or advertising agen 
Editorial Department 7 executive writing on his busin: 
‘ ; : es letterhead. 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, 
A. P. MILLS, RICHARD B. ESPEY, FRANK HICKS, RALPH O. McGRAW, E. C. HALL No. 1665. Review of Business. 
and J. CORTADA, Associate Editors The Dallas Morning News issu 
Correspondents in All Principal Cities this monthly bulletin which repo 
the news of weather conditio: 
Advertising Department crops, retail sales and other e 
NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. ii te dences of business conditions 
Murphy. CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. "But | haven't got a car!” Dallas and its trading area. 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. No. 1666. Star of Stars Poll. 
LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. - ‘s Movie end Radio Guide has lecu 
ATLANTA: B. Frank Cook, Walton Bldg. A d - l 1 b b ] ial g this report of its 1940 poll of rad 
MEMBER favorites. In addition to vot 
. . , . : . . registered for stars in vario) 
Aua® Gerson of Cireslotions, Amacioted mune Papen, wit Notional Publishers What’'ll You Give? shoes, twenty for miscellaneous. classifications, that is, singers, d: 
Association, Advertising Federation of America , ; . Overspent? Step into a drug store matic actors, commentators and 
There's a department in Contest | ang say Listerine. Your budget on, results of a special ballot sho 
Vol. 11, No. 26 June 24, 1940 10 Cents a Copy, $2 a Year World-News which throws a reveal-' problems are solved. choices of the one performer a: 
~. light oe) a gree gg Bo one program in the whole rad 
often aroused our curiosity. a . . ield 
; .. Airplanes As You Like ‘Em field. 
[c% does a contest winner do with his 
A Program for Advertising prize? It isn’t always as simple as The war and the consequent | No. 1655. Cosmopolitan’s Reading- 
The annual convention of the Ad-| ture of general consumer goods and it seems. Imagine yourself sitting increased demand for military air- Meter. 


vertising Federation of America, 
being held in Chicago this week, 
comes at a time when business ex- 
ecutives, along with every other pa- 
triotic group in the country, are 
giving thought to what can be done 
to strengthen the United States and 
to create complete and unbroken 
unity of thought and purpose among 
all citizens. Since the AFA repre- 
sents all interests in advertising, 
including advertisers, agencies and 
media, its program for advertising 
should reflect the best thought of 
the field with reference to the press- 
ing problems of the day and how 
they may best be solved. 

To bring about the kind of solid- 
arity which essential to the 
aevelopment of a_ successful pro- 
gram of national defense, it will be 
necessary to dispose of the burden 
of unemployment which has 
weighed down the national economy 
in the past eight years. The 
armament job which has_ been 
undertaken will of course help to 
reabsorb a part of the employables 
into private industry; but that the 
speeding up of the production of 
weapons and materials for defense 
will alone the problem is 
doubtful. 

There is only one way in which 
this can be done—and that is by ex- 
panding business activities in all di- 
rections—including the 


is so 


re- 


solve 


the materials and equipment for in- 
dustry at large, as well as that por- 
tion of industry directly geared to 
the rearmament program. In other 
words, now is the time for business 
to make more than a _ perfunctory 
effort to carry on normal advertis- 
ing and marketing activities—rather 
to extend unusual efforts to increase 
sales and thus to increase produc- 
tion and employment. 

There are many reasons why this 
should be done, but there is none 
more urgent than the task of re- 
moving what has become one of the 
sore our economic 
and organization. If we 
are to have complete national unity 
and a completely unbroken front to 
bar enemies of whatever kind and 
description, we need to have every 
American who can be employed 
the opportunity to support 
himself and his family in the way 
which for generations tradi- 
tional in this country. 

Thus the AFA and other adver- 
tising organizations, in urging busi- 
ness to maintain and expand 
mal business activities, including 
sales, advertising and research, can 
do so not merely on the ground that 
it is good policy for individual self- 
ish reasons, but also because it rep- 


spots in social, 


political 


given 


was 


nor- 


resents a sound contribution to na- 


tional morale, an objective of the 


manufac- | greatest moment to America today. 


A Newspaper Without 
Advertising 


The appearance of PM, the new 
New York daily, on June 18, 
ated more than an ordinary ripple 


cre- 


of interest, first because it had been 
well publicized in advance, and sec- 
ond because associated in the enter- 
prise number of 
their 


are a men who 


have won spurs in other 
branches of the publishing field. In 
addition, its plan to operate with- 
out benefit of advertising made the 
venture a challenge to newspapers 
and which 
themselves primarily 
through advertising revenues 

The publication is attractive and 


convenient 


periodicals frankly 


maintain 


in format, and interest- 
ing typographically. It is 


handle 


easy to 
well 
departmentalized, 


and read, the news is 
organized 
and the 
adds to the appeal 


bought 


and 
second color 
Many 
the first and succeeding is- 


addition of a 
per ple 


sues in order to study its specialized 
treatment of the 
tically all of the 
sented in PM was already 


news, since prac- 


information pre- 
available 
n other 


newspapers at consider- 


than the five-cent 


ably less price 


estalished by the new daily. 
Though it carries no advertising, 
it recognizes the importance of ad- 
vertising as news by summarizing 
the principal offerings appearing in 
the 
New 
No 
who for reasons of convenience and 
will 
without 


advertising columns of 


York 
doubt 


other 
newspapers 
there are some people 


time saving purchase a news- 


The 


Americans, 


paper advertising 


great masses of busy 
however, are not too busy to want 
best to sup- 
ply Advertis- 
ing is way by 
means of which to disseminate busi- 
that 


for most readers, 


information as to how 
their buying needs 
the only practical 


ness news of Thus 


especially women, 


characte 


a newspaper without advertising is 
most 


elim- 


a newspaper from which its 


interesting feature has been 


inated. Thus we venture the opin- 
ion that while PM may be a 


it will fall far 


success, 


short of the circula- 


tions and readerships of the stand- 
ard publications which provide a 
full service of information in both 
editorial and advertising content 


up far into the night, working on a 
slogan for Dipsy-Doodle face pow- 
der, sending it off with the dawn 
and with a feeling of a good job 
well done. In a day or so the chore 


is completely forgotten. Two 
months later the expressman ar- 
rives with a full-blooded and full- 


voiced parrot, sans cage, which you 
have won as 36th prize. What 
to do” 

Apparently that’s why the “Prize 
X-Change” department was born in 
this magazine. In the current issue, 


“GZ” finds he’s won an encyclo- 
pedia. “Never used,” he offers it 
for a Detrola portable radio or 


Kkemington portable typewriter. It's 
obvious that what he really wanted 
was a portable encyclopedia. 


Another contest winner is sur- 
prised to find himself owner of two 
Coco-Wheat dolls and a Snow- 
White doll. He’s open for all offers. 
One contestant has an “Orange 
Blossom” diamond ring to trade for 
a lady’s Bulova. Another offers a 


bird cage (used one year but in 
excellent condition) which he won 
in a Justrite contest. It’s worth 


$10, but he’ll come down to $5. 


Economy via Tooth Paste 


Joanne Marshall, New York pho- 
tographer’s model featured in cur- 
rent Listerine copy, has a word of 
advice that will be manna from 


“Bought it in MARCH. ee 
still using it in JUNE/ - 


The big tube that lasts 3 months 


heaven to all women troubled with 
budget problems. As pictured above, 
Joanne admits that modeling pays 
well but is not always steady 
quires a lot of clothes, too 


Re- 


Thus, how fortunate it is that you 


can save by buying Listerine tooth 
paste, says Joanne. “My Easter 
outfit cost more than I'd counted on 

and bang went the budget,” she 
contesses 

“Once again I appreciated the 
economy of Listerine tooth paste.” 

Nothing to it, girls. Twenty bucks 
for a dress, five for a hat, ten for 


craft hasn’t deflected Lockheed Air 
Craft Corporation’s interest in stim- 
ulating private flying. Its market 
research division some time ago 
sent out a questionnaire—of the 
pattern followed by some automo- 
tive makers—asking pilots’ just 
what they would do “if you were 
to build your own ship.” The 
answers have been published by 
Lockheed in a booklet that should 
certainly stimulate some good argu- 
ments among the flying gentry. 
The questions, needless to say, are 
not intelligible to non-pilots, but 
Lockheed has reprinted each along 


‘with the percentages of the various 


types of answers received. 


Women in Distress 


Godey’s Lady Book was published 
throughout the entire four years of 
the Civil War, although no refer- 
ence to that bloody conflict ever 
appeared in its columns.  Perusal 
of some current women’s magazines 
indicates that they are emulating 
this example, and a good one it may 
be, for there certainly is a profusion 
ot war news elsewhere. 

But if the note of sadness is 
absent from the editorial pages, 
there still hangs a cloud of gloom 
over the advertising columns. In 
the current issue of the 
Home Journal, no less than six dire 
perils occupy the attention of copy- 


writers. Theme songs for the trage- 
dies are: “His Heart Sang: You 
Were Meant for Me! Until, Alas, 
She Smiled!” (Ipana), “A Hot Spell 
Like This and the Boss Wants 
Everything at Once!” (Lifebuoy), 


“What if it is That Time of Month?” 
«Midol), “Tears in Lower Seven!” 
(Modess), “She’s Writing a Deliber- 


ate Lie,” (Mum) 

We got our problems, too, it 
seems. 
How to Save Money 

This seems to be the week for 


booklets. Another to cross our desk 
for merited approval is one issued 


by the A. O. Smith Corporation, 


manufacturer of steel products in 
Milwaukee. It’s titled “How to 
Save on Casing,” and as one may 
suspect, is designed primarily for 


man The 
however, comes 


the industrial “merited 
applause,” because 
so few people in industry are able 
to speak so coherently as does this 
writer of such details as conversion 
factors, psi pressure, specified mud, 
collapse strength and cold working 


Singing in the Streets 


Streamlined trucks of the Pabst 
Brewing Company in Milwaukee 
have been fitted with horns which 


sound the first line of “Put On Your 


Old Gray Bonnet.” The stunt is 
designed to remind people, quite 
naturally, of the “bottle with the 


blue ribbon on it.” 
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Ladies’ 


Cosmopolitan offers the user o! 
this Reading-Meter a chance | 
compare  cover-to-cover readin: 
time of Cosmopolitan and the ave) 
age general magazines with nation 
weeklies and women’s magazine 
Time is findable for each publica- 
tion on two dials, one for readers 
of 300 words a minute, and th: 
other for those whose rate is 175 
words a minute. 


No. 1656. The Sale of Two Cities 

This folder, issued by Bi-City 
Stations, contains market data, with 
coverage maps and figures, for Sta- 
tions WLVA, Lynchburg, and 
WBTM, Danville, Va. Facilities and 
services of the stations are dis- 
cussed, as well. 


No. 1657. Now All Joking Aside! 
Here Is Some Horse Sense! 

The Pacific Rural Press has issued 
this folder dealing with its editorial 
quality. The advantages, from a 
selling standpoint, of a publication 
reaching California farmers with 
agricultural information specifically 
for them and at a time when they 
are in a receptive frame of mind 
are brought out. 


No. 1658. Translating Consumer 
Interest Into Sales. 
The need for creating dealer 


interest and for effective tie-in by 
electrical dealers in order to capi- 
talize on national advertising effort 
to the consumer is discussed in this 
brochure issued by Electrical Pub- 
lications, Inc. A picture of electri 
appliance sales is shown in a tabu- 
lation by population groups. 


No. 1659. One Rat 


Corn. 


—One Grain o! 


Criterion Service recounts | 
long tale told by a sultan’s wi! 
about a granary emptied grain 
grain of its corn. The story tu 
out to have a moral for advert 
the parallel being the in 
vidual impressions carried away 
individual consumers Crite! 
goes on with information about 
circulation and cost of its displa 


No. 


ers, 


1650. 
Counts. 


Radio Station WHAS has issuec 
this brochure on the Louis\ 
market, its population, industric 
employment, telling, as well, ab 
the station’s facilities and listen 
acceptance. Some sales successt 
are recounted, and trade aids a 
described. 


No. 1615. Blue Ribbon Programs 

Radio Station WDRC, Hartfo1 
Conn., has issued this file-size fold: 
which itself lists market data ar 
provides a coverage map of t 
market, and holds loose-leaf pag 
each describing one of the Blue Ril 
bon programs. The _ informati 
gives details of each program, aud 
ence response and cost. 


Power Where 
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| A Wondrous Portal 
Opens Wide” 


Bock new issue of Farm Journal sounds 


another of the Pied Piper's irresistible ap- 


Ro — 


peals to country people. His tune will not 
be denied. It tells of new happiness, of 
greater comfort, of increased incomes and 
better living. It reaches the eager ears of 


over 2,500,000 rural families. It dissatisfies 


them with present circumstances—beckons 


irresistibly, makes them want the things 


that make lite more worthwhile. 


The Pied Piper’s call sounds from every 


sentence in Farm Journal. Bright and new 


and fresh each month, arriving in 2,500,000 


mail boxes four days after it is written, it 


carries with it the vast power ot current news 


and up-to-the-minute developments. Its 


pages are packed with condensed facts, 


practical information, timely advice, and 
attainable promise. Eagerly awaited, count- 


ed on, trusted in, Farm Journal hits home 


with rural Americans, promising always “the 
more abundant life”, and nourishing actual 


methods for its realization. 


In the small towns and on the farms of 
America is a tremendous backlog of your 
consumer power, scarcely tapped. Farm 
Journal is a powerful influence among these 
people. Use its power. Make it deliver your 
message in 2,500,000 country homes. ‘The 
Pied Piper in Farm Journal can open 
“wondrous portals” to your sales. 


Graham Patterson, Publisher 
WASHINGTON SQUARE, PHILA. 


SEW YORK + CHICAGO + LOS ANGELES 
LETROIT + SEATTLE « SAN FRANCISCO 


Today’s Greatest Rural Force 
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June 24, 1940 


Bernheim Begins Drive 


Bernheim Distilling Company, 
Louisville, Ky., has launched a 
newspaper and magazine campaign 
for I. W. Harper whisky using about 
175 daily newspapers in 155 cities 
and 13 weekly and monthly maga- 
zines until the end of the year. The 
campaign is the first in magazines 
and the largest newspaper schedule 
since repeal. Full color bleed pages 
will be used in the leading maga- 
zines. Kleppner Company, New 
York, is the agency. 


Baby Foods to JWT 


Libby, McNeill & Libby has 
placed advertising of its homogen- 
ized baby foods with J. Walter 
Thompson Company, Chicago, effec- 


Appoints Riordan; 
Holmes Joins Agency 

Interstate Aircraft & Engineer- 
ing Corporation has appointed John 
Hi. Riordan Company, Los Angeles, 
to direct advertising of its new 
Cadet, a 50-65 horsepower air- 
plane in the low price field. 

Harold Holmes, former TWA ad- 
vertising manager and account ex- 
ecutive for Barnes Chase, has joined 
the Riordan Company as director 
of publicity. 


Weissinger to Crosley 

F. H. Weissinger, formerly with 
Central Outdoor Advertising Com- 
pany, Cincinnati, has joined the ad- 
vertising department of the Crosley 


| Stewa rt-Warner 
Reverses Trend 
in Radio Prices 


Chicago, June 18. Admitting 
that virtually every radio manufac- 
turer is turning out efficient receiv- 
ing sets, Stewart-Warner Corpora- 
tion has decided to lay emphasis on 
authentic period design in cabinets, 
it was revealed at the annual dis- 
tributors’ convention at the Drake 


Farland & Co., asserted that the 
radio industry has filled the coun- 
try’s homes with monstrosities 
which bear no relation whatever to 
other furnishings, and that this 
situation spells opportunity for the 
manufacturer who can meet the 
latest demand for radios and com- 
bination sets which will harmonize 
with the basic theme of the room 
in which it is to operate. 

The Concert Grand combination 
set, on which most of the Stewart- 
Warner advertising appropriation 
will be spent, ranges in price from 
$150 to $225. Mr. Dicus said that 
the effort will be to concentrate on 
that large number in the middle 


tive July 1. This addition gives Corporation, Cincinnati, to handle Fotel over the weekend. A. B. and upper income brackets who 
JWT the entire Libby account. dealer cooperative advertising. Dicus, vice-president of Hays Mac- take pride in their homes. To this 
itis 
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Abvertisinxe placed in newspapers 


needs no “angels” dripping dollars to gain an aud- 


lence. 


Newspapers by means of pictures, features, news 


and advertising put on a 


“show” packed with more 


drama and more big names than can be found on all 


of Broadway and Hollywood combined. 


Yet. many 


of the actors are local talent. much of the plot from 


home-town Main Street. 


The 


newspaper advertiser spending $1000. has 


the same great audience awaiting him as the adver- 


tiser spending $100,000. And he’s sure of the “house” 


before he starts. 


‘THE 


R.J. BIDWELL 
SAN FRANCISCO 


Pe) 


sini y SO 


— 
— 
= 


iL. 


ww 
(\ 
SAN {f(s '; \ 


Kvery advertiser gets his turn “down front” as 


the action unfolds 


not when the 


“show” Is over 


whether he plays a bit part or a full-page leading role. 


The response he gets depends only on how well he 


speaks his lines. Hach ad plays to the other, building 


to a climax called shopping interest. 


The TIMES in Chicago is now playing to a 


full house of more than 400,000 every evening 


no Annie Oakleys present. 


with 


Proof that it is an appreciative audience is found 


in the box-office figures of Media Records, which show 


The TIMES leading all Chicago afternoon news- 


papers in Retail Display Advertising Linage for the 


first five months of 1940. 


TIMES 


a | 
CHICAGO'S PICTURE NEWSPAPER 
NATIONAL REPRESENTATIVES 


NEW YORK 


SAW YER-FERGUSON-WALKER CO. 
DETROIT CHICAGO 


N. ANGIER 
ATLANTA 


IDEA COMING UP 


William H. Hussey and Warren O 


Woodward of Harford-Hussey-Wood 

ward, Inc., New York, go into a huddk 

prior to emerging with a new idea for oa 
window display. 


end, the fall campaign will appe: 
in Better Homes & Gardens, Lif 
The Saturday Evening Post an 
Time, starting Sept. 15 and bring 
ing some 31,000,000 advertisement 
to bear during the succeeding thr« 
months. 


Second Largest Advertiser 


Mr. Dicus said that this can 
paign will maintain Stewart-Wa) 
ner’s position as second largest ad 
vertiser in the industry, being su: 
passed in volume only by Philc 
The usual cooperative newspap: 
advertising by key accounts wi 
also appear. Such merchants ar 
expected to be vitally interested i) 
Stewart-Warner’s departure fron 
the trend toward lower and low: 
prices, and emphasis on a_ lin 
which offers real profit opportuni 
ties. C. C. DeWees is advertisin: 
manager. 

F. E. Johnson, chief engineer fo 
Stewart-Warner, brought the dis- 
tributors up-to-date on technica 
developments. While he said that 
Stewart-Warner will have a fr 
quency modulation receiver on the 
market Sept. 1, he appeared some- 
what less enthusiastic over the pos 
sibilities than some other expert 
Telephone transmission of FM, hi 
said, reduces its high fidelity, s 
that reception in areas served by 


| high power stations is not likely t 


be materially improved. 

Mr. Johnson said that the Fed- 
eral Communications Commission's 
recent change in FM frequencies 
means that manufacturers who hav: 
sold sets must hunt out buyers and 
readjust sets for the new band 
Fortunately, Stewart - Warner ha 
refrained from marketing any suc! 
sets. 


Abelson Plans Campaign 
on Boy Pilot Suits 

A sales campaign for the promo 
tion of boy’s outfits patterned aft 
those worn by United Air Lin« 
flyers is being planned by L. Abe! 
son & Son. Newspapers, busines 
papers and dealer helps will b« 
used. 

Menken Advertising, Inc., Nev 
York, has the account. Charles H 
Sandak is account executive. 
Joins Carter-Thomson 

George Miller, formerly with th 
Simpers Company, New York a! 
Philadelphia, and more recent 
with Donovan-Armstrong of Phil: 
delphia, has joined the Carte: 
Thomson Company, Philadelphia 


F. C. G. Importers Moves 

F.C.G. Importers, Inc., New Yo: 
liquor importers, has moved fro! 
601 W. 26th street to 630 Fifth ave 
nue 


Mitchell Appointed 

C. R. Mitchell Jr., has been aj 
pointed assistant manager of salt 
for the New York district office « 
Allegheny Ludlum Steel Corpor: 
tion, Pittsburgh. 
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ON JUNE 26th—just 21 years ago 
the first issue of The News came from 
the press... and a new era in American 
Journalism was born. 

The first editorial stated News policy. 
It is worth digesting because The News 
has not deviated from the general pol- 
icies laid down: 

** The Illustrated Daily News is going to 
he your newspaper. Its interests will be your 
interests. Its policy will be your policy. It is 
not an experiment, for the appeal of news pic- 
tures, and brief, well-told stories will be as 
apparent to you as it has been to millions of 
readers in Europe an cities... 

We shall give you every day the best and 
newest pictures of the interesting things that 
are happening in the world. Nothing that is 
not interesting is news. The Story that is told 
in pictures can be grasped instantly... 

With the pictures we shall give you short, 
concise news Stories, covering every happening 
recorded by the news gatherers. Pictures and 
stories together will supply a complete under- 
standing of the events of the day, and that is a 
liberal education. 

You can read it without eye-strain. 
The paper, as you see, is of convenient 
ize. Dou can turn the pages in the sub- 
way without having it whisked from you 
hand by the draft... 

... Lhe new spaper will always hi 
fearless and independent. It will have no 
entangling alliance with any class what- 
ever—for class feeling is always antago- 
nistic to the interests of the whole people. 

Because the doings of the very fortu- 
nate are always of interest we shall print 
them as interestingly as possible in our society 
column. Because good fiction will always be 

ppealing we shall print the best and newest 
at is tobe had...” 

The of The News 


printed on presses of the old Evening 


first issue was 
Mail. June 26, 1919, was a hot, humid 
day. It rained now and then. But de- 

ite the weather, curiosity on the first 


(ay ran the circulation up to about 


0,000 copies. Circulation in June 


The News was first 


printed on presses of 
the old Evening Mail. 


LY bithly 


averaged 115,888 copies. In July it fell 


to 27,120. In August it fell still further 
to 26,035 


* * * 


Then began the phenomenal rise. By 
1921, The News was the largest morn- 
ing paper in New York. By 1923, The 
News passed the largest evening paper 
—and became the largest daily news- 
paper in New York and America. In 
1926, the average net paid circulation 
exceeded 1,000,000. In 1934, circulation 
approximated an average of 1,500,000. 
And in May, 1940, the average exceeded 
1,950,000. 

The Sunday News had an equally 
striking growth. It was started in 1921 
..« passed 500,000 in 1923 . . . passed 
1,000,000 In 1925... became the largest 
Sunday paper in America in 1926 . 
passed 2,000,000 average circulation in 
1934... passed 3,000,000 average cir- 
culation in 1937 in May, 1940, 
exceeded 3,500,000, the largest net paid 


circulation in the world. 


As The News grew, we acquired 
better facilities. In Ig21, The News 
moved to 25 Park Place. 

And in 1930, The News 


moved to its own building 
at 220 East g2nd Street—a 
beautiful structure costing 
$10,700,000, including Mia- 
chinery. 

Throughout its 21-year 
life, The News has pioneered 
in every phase of newspaper 
publishing. 

The News pioneered with small-size 
format. In 1919 The News was the only 
American “tabloid.” Today there are 46. 

The News pioneered with pictures. 
Today all newspapers are better illus- 
trated, and a host of picture magazines 
has sprung up. 

The News pioneered with brief text. 
Today newspaper stories are told better 

and briefer. And magazines, utilizing 
the brief treatment of news, have at- 


tained large circulations. 


NEWS BUILDING, New York City 


HE . 


NEW YORK'S” 


TRIBUNE TOWER, Chicago ®* 


It was the first New York newspaper 


to establish its own delivery svstem. 


The News in the twenties pioneered 
experimentally in pictures sent by the 
‘Telepix and Bartlane processes . .. spent 
thousands of dollars to speed up the 
mechanical transmission of pictures. 
The News was the first and only New 
York newspaper to 
A. P. Wirephotos 


cost of $150,000 per year, The 


introduc c 


at an initial 


News had the first picture planes. 
It was among the first news- 
papers to have a color photo 
studio—and was the first paper 


to send color photographers to 


oc e 19at-19S0 
In 1921, 


moved 


cover news events. 
The News pioneered in in- 
numerable mechanical, photo- °° 


engraving, rotogravure, and = coloroto 
printing developments. It pioneered in 
using portable wire picture transmission 
equipment, and in the use of shortwave 
raclio. 

The News introduced to New York 
such events as the Golden Gloves, Silver 
Skates, and Harvest Moon Ball. 

Editorially The News blazed the way 
with ‘Two Ships for One’—to awaken 
America to the need of national defense, 
vears before the country 
foreign menace. It campaigned for safe 
famous 


driving in its “Inviting the 


Undertaker” series. It won a Pulitzer 
honorable mention “for distinguished 
public service” in publishing “its public 
health campaign covering venereal dis- 
eases and prophylaxis.” 


And finally The News pioneered in 


was aware of 


NEWS 


PICTURE NEWSPAPER 


155 MONTGOMERY STREET, San Francisco 


FIRST ISSUE 
June 26, 1919 


a field of which we are especially proud 

a liberal policy of employe relations, 
shorter work week, and higher wages. 

New York of 1919 had many news- 
papers. It had 7 morning newspapers, 
with circulations of 1,400,000, It had to 
evening newspapers whose circulations 
And _ it 


with 


had 7 


aggregated 1,Qoo,ooo. ] 


Sunday newspapers circulations 
totalling 2,500,000. The Daily News to- 
day has more circulation than all 
the New York morning papers of 
191g——and more than all the 
evening papers. And the Sunday 
circulation exceeds by 1,000,000 
copies the combined circula- 
New York Sunday 


papers of that time. 


tions of all 


The News * . 
to 25 Park 
The News has grown) be- 
cause it) filled a public need— and 


expanded with a growing market. News 


success was not an accident. It was 
achieved by adhering to the polic ies 
laid down in the first editorial: 

The Illustrated Daily News intends to 
become a part of the life of the greatest city 
in the world—a necessity to its people. That 
is an ambitious policy, but with your help, 
which we shall try our hardest to deserve, we 
are confident that we can succeed in ut.” 

The News ts proud of its attainments 
in the past. But we feel that our real 
opportunities to pro- 
duce a better news- 
paper, to more ade- 
quately serve the 
public , and to pioneer 
in new fields of prog- 


ress, lic in the future. 


... SINCE 1930 
The News has been pub 
lished in its own building 
at 220 East 42nd Street 
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j (icial WASHINGTON? 


Your medium is The Washington Post. 


Referred to as ‘‘Capitol Hill’s breakfast newspaper’’, The Wash- 
ington Post is read by the President, by the Cabinet, by Sena- 
tors, Representatives, bureau chiefs, army and navy officers, 
by government officials all the way down the line. 


The Washington Post commands the respect as well as the 
readership of these important men. The President adopted a 
4 P ; Post editorial as an expression of his foreign policy; Sen. Hatch 
stated that a Post editorial inspired his ‘‘clean politics’’ Act; 
The Washington Post is quoted in the Congressional Record 


more often than any other American newspaper. 


a The Washington Post can put your advertising message before 

an the officials you must reach if you have an idea or service or 

oe product to sell to the government. No other publication can do 

aid it so well. Yet a full page advertisement in The Washington 
Post costs only $610. 

- Our representatives are Osborn, Scolaro, Meeker & Co. (George 

, a 


D. Close on Pacific Coast). Or wire D. M. Bernard, Advertising 


Director, The Washington Post, Washington, D. C. 


: The Washington Pos 


Washington's Home Morning Newspaper 


Shellacking, But 


Ladylike, Handed 


fo Radio Programs 


Clare Tree Major Says 
Programs Turn Youth to 
Murder and Arson 


By JUDITH CORTADA 


New York, June 19.—If the little 
boy next door, whom you have 
always regarded as something of a 
pest but harmless on the whole, 
should suddenly confront you with 
a stiletto between his newly- 
acquired front teeth and a mur- 
derous gleam shining from behind 
the fringe of curls over his eyes, 
it’s ten to one he’s been listening 
to Joe Kluck in “How I Moidered 
Da Bum,” the radio program spon- 
sored by Miller’s Morning Mush, 
Inc. 

Such an alarming possibility is 
suggested by Clare Tree Major, 
founder and director of the Chil- 
dren’s Theater of New York, Chap- 
paqua, N. Y., who has revealed re- 
sults of a survey on juvenile radio 
programs conducted among parent- 
teacher associations, civic, social 
and educational groups throughout 
the country. According to Mrs. 
Major, the letters she received in- 
dicate a desire for “stricter censor- 
ship” of children’s programs. 

Assailing commercial sponsors of 
“blood and thunder” radio serials 
with “utter criminal disregard for 
the injurious effect upon youthful 
mentalities,” Mrs. Major points to 
her survey as proof that a rebellion 
is imminent among parents and 
educators who agree with her that 
“the bulk of the present juvenile 
redio fare is stuff of which night- 


mares and problem children are 
made.” 
An Alarming Picture 
The Federal Communications 


Commission is also severely taken 
to task for allowing these instru- 
ments of juvenile perversion to con- 
tinue on the air. 

Mrs. Major paints an alarming 
picture of tiny tots stealthily plot- 


ting to commit arson, torture and 
murder as a result of the seem- 


ingly innocuous programs to which 
they listen at bedtime. If the pic- 
ture is true, as Mrs. Major sees it, 
these potential desperados will be 
well-equipped with “six-shooters, 
stilettos, electric death rays and an 
arsenal of fantastic, murderous 
weapons and instruments of tor- 


ture,” all of which play a promi- 
nent part in their favorite pro- 
grams. 


In order to drive home her argu- 
ment, Mrs. Major tells a story that 
should raise the hair on the head 
of every parent and bring many a 
sleepless night to the sponsors of 
children’s programs. A _ paragraph 
in a New York newspaper, Mrs. 
Major asserts, told of an eleven- 
year-old girl who screamed, “You'll 
be sorry for it if you go!” 
mother left the house to do some 
shopping. When she returned, the 
mother found her two younger chil- 
dren dead and the daughter dying 
of a self-inflicted pistol wound 


as her 


A Villainous Role 


“Where does the child learn to 
think in murder terms?” Mrs. 
Major asks. “Between 7 and 8:30 
before the radio each night! That 
is what the ‘Crime Does Not Pay’ 
programs are doing to our chil- 
dren!” 

While the business man has been 
accused of a variety of crimes by 
both conservative and radical alike, 
none has him in such a vil- 
lainous Mrs. Major She 
accuses him of deliberately schem- 


cast 
role as 


ing to “excite and mystify millions 
of boys and girls with diabolical 
plots, counterplots and characters, 


leaving youngsters emotionally, 
mentally and ethically confused and 
bewildered.” 

The most diabolical fiends that 
the literary mind has ever invented 
grow pale beside Mrs. Major’s con- 


ception of the commercial sponso) 
as one who greedily counts his gold 
and laughs shrilly when little chil- 
dren plan to murder their parents 
and steal the family fortune. They 
“will boost their sales curves even 
if they have to warp the minds 
and shatter the nervous systems of 
the nation’s entire juvenile popu- 


ation. It is surely time for the 
parents of the nation to... cry out 
in protest against the _ stupidity 


which seeks to build fortunes o1 
the maiming of children.” 


Points to Theater 


As she excoriates the radio spon 
sor, Mrs. Major warns him that th: 
result may be “the establishment o: 
rigid and militant censorship of 
radio material for juvenile 
sumption.” 

Proof of the fact that parent 
seek a different type of entertai: 
ment for their children, Mrs. Maj 
declares, can be seen in the spor 
sorship by various organizations o! 
the plays produced by her trave! 
ling Children’s Theater. During th« 
season just closed, the 17th, “mor 
than one million enthusiastic boy 
and girls in 328 cities and towns 
attended the theater to see chil 
dren’s classics such as “Poca 
hontas” and “Rip Van Winkle.” 


Col 


‘Styling with Paint’ 
Will Be Keynote of 
Industry's Story 


Washington, D. C., June 19. 
Sales promotion officials of compa 
nies belonging to the National Paint 
Varnish and Lacquer Association i 
annual session here have adopted 
“styling with paint” as the thems 
oi their sales and marketing pro 
grams in the next few month 
Styling in this sense is interpreted 
to mean using the proper color to 
alter the appearance of a dwelling 
to make a room look larger o1 
remove emphasis from a bad fea 
ture of a house. 

Based on a two-year study by the 
association, reports and recommen- 
dations regarding advertising copy 
and exhibits utilizing the “styling 
with paint” idea will be sent to all 
manufacturers in the association 

There will be no slackening 
the paint industry’s advertising pro- 
gram as a result of the war, accord- 
ing to the sales promotion men 


Pontiac Opens Drive 


In anticipation of a heavy tour- 
ing season this year the Pontiac di 
vision of General Motors Sales Co: 
poration is preparing postcards, 
vacation letter quoting prices f 
service, and vacation blotters to | 
included with letters to be di 
tributed by dealers New road 
signs, directing tourists to Ponti 
dealers, also are being placed out 
side towns on important highway) 


Stephenson to Burry 


J. R. Stephenson, formerly Eas! 
ern division sales manager for Ra 
ston Purina, has been appointed 
Chicago branch manager of Bui 
Biscuit Corporation, Elizabeth, N 
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DISPLAY IDEAS 


BY CRYSTAL 


COMPLETE SERVICE 


UNDER ONE ROOF 
COUNSEL - DESIGN - FABRICATION 


CRYSTAL MFG. CO. 


CHICAGO + NEW YORK 
1725 Diversey Blvd 7 East 42nd St 
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The Only American Daily 
Except One’ With a Regular 
Staff Correspondent at 

The Capital of Mexico 


*The New York Times 


THE WwW HY BEHIND 


NEWSPAPER LEADERSHIP 


Stary ay 
Corre 
ar EXIC¢ r ee 


A newspaper's power among its people can be bought only 
with service. The only values that matter are news and inter- 
est values. 


That's why The Dallas News, among a host of other services 


to its readers, maintains its own Staff Correspondent at Mexico 


City. 
’ Propaganda First Reports of “Fifth Column” Activities in Mexico 
e Aimed at U.S., 
Rivera Claims Curtis Vinson sent to this country its first and most revealing 
. mae fea ee ran Tease the Ny reports of subversive activities South of the Border. Vo him the 
1- ~ ae “ons ; e . . . 4 
oan Nazi-Communist double-dealings are an open book; ot] expro- 
priation developments are his daily routine; the sinister shad- 
; ows of the impending election becloud him not a bit. Readers 
’ of The News know what is going on in Mexico. 
; A Staff of Stars 
| But Vinson is only one of The News’ Staff of Stars. There are 
| a score or more of others—each a leader and authority in his 
t | held —all together forming one of the outstanding newspaper 
| organizations of the country. 
-" 
i 
1 
Sell the readers of The News 
1 
and you have sold the Dallas Market 
a - 
io 
: | wh . 
e Dallas Morning Ne 
| 
‘ ; 
| Texas’ Major Market Newspaper 
- John B. Woodward Inc., Representatives Member BASIC NEWSPAPER GROUP, Inc. 
' | 
' 


Affiliates: Radio Station WFAA (50,000 Watts) . .. The Semi-Weekly Farm News... 
The Texas Almanac and State Industrial Guide 
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Voice 


New Old-Timer Record 


To the Editor: I was interested 
in my friend Bill Feddery’s letter 
(“Easy to Beat’—June 10 issue), 


which has more to do with the en- 
durance records of advertising rep- 
resentatives. 

Maybe it would be good, clean fun 
to conduct a survey and find out for 
sure who has been at it the longest. 
And with a pride I believe is par- 
donable I would like to enter my 
father in the competition. Mr. W. 
K. Beard, Sr., has been the Phila- 
delphia representative of Electrical 
World for 45 years and is still very 
much on the job, as many an ad- 
vertiser in his territory will be glad 
to testify. 
years have been in association with 
Mr. James H. McGraw, the two 
years’ difference being explained by 
the fact that he was on Electrical 
World two years before Mr. Mc- 
Graw acquired the publication. 

Can anybody beat this record? 

Wo. K. BEArpD, JR., 

Manager, Electrical World, 

New York. 

. FF F 


Manufacturer Urges 


Haste on Defense 

To the Editor: I believe that the 
European war maneuvers have been 
planned for years by international 
interests (a British and French fac- 
tion as well as German and Italian) 
to correct the major results of the 
World War, 1914-18, which were the 
creation of a great capitalist power 
outside Europe (the United States) 


and the communist power in Russia. | 


This gigantic conspiracy to smash 
the United States may be acceler- 
ated to reach its climax this sum- 
mer and fall. 

In relation to self-defense, I quote 
Leonard Ayer’s June 15, 1940 bul- 
letin: 

“There is one basic principle that 
should guide us in our national de- 
fense program. It is that we should 
at once place orders for the prompt 


production of the chief items of 
niunitions that are essential in re- 
armament. These initial orders 


should be of sufficient size to result 
in developing specialized industrial 
productive facilities and capacities 
adequate for manufacturing such 
additional amounts of munitions as 
may be needed later on. The 
essence of the problem is_ swift 
progress in the development of 
productive capacity for making the 
specialized products that we must 
have... 

“These five special classes of 
essential munitions are airplanes, 
anti-aircraft guns, (heavy) tanks, 
motorized military vehicles, and 
artillery (88 mm and up)... 

“Our pressing problem is to cre- 
ate capacity for making the difficult 
and time-consuming ones. 

“In the last war, we did not suc- 
ceed in producing either light or 


heavy tanks in time to use them 
in the war. 
“The most important ingredient 


in a rearmament program, and the 
one which needs to be used most 
efficiently and effectively is time. 
The honest Churchill government 
may not last long 
J. B. Fouey, 
President, Foley & Co., Chicago. 
ee 9 


This Letter Was Not 
Picked at Random 


To the Editor: Can't somebody do 


something about the “random” 
manner in which some advertisers 
select testimonials and other sup- 
porting material for their argu- 
ments” 

Recently a consumer magazine 


ran a business paper advertisement 
in which it quoted a letter, “taken 
at random from our files.” 

Now comes one from a 
consumer magazine which shows a 
double spread of local newspaper 
advertising “selected at random 
from many.” 

My own personal experience has 
been that when I select a letter at 
random from my own files, it 


leading 


of the 


This department is a reader’s forum. 


Forty-three of those 45 | 


usually starts off, “We have not yet 
received the check which you prom- 
ised to send us,” and winds up, 
“Unless we hear from you immedi- 
|}ately, we will have to refer this 
|matter to our attorney.” 
| Either these advertisers have 
amazing luck, or they are being just 
a wee bit untruthful in their ran- 
dom use of the word random. 
Don’t you think so”? 
CHET SLOANE, 


Advertising Promotion, The 
Parents’ Magazine, New York. 
,vry 


Wants Information 

To the Editor: As a_ subscriber | 
|to your publication I am _ writing | 
to ask if you would be kind enough | 


to do me a favor. 
I was a contestant in the Packard 
|picture contest conducted earlier 


| this year and am very much inter- 
‘ested in knowing who won this 
‘contest and what the winning pho- 
|tograph was. 
I have tried, but without success, 
| to obtain this information from the 
Packard Picture Contest Editor, and 
thought, since your publication car- 
|ries quite an amount of material 
| dealing with contests of various 


types, you might be able to help 
me in securing it. 
W. I. Floyp, 
Sewickley, Pa 


v v v 


Packard Contest 
Results Available 


To the Editor: I have received 
and read the contents of your letter 
of June 17, in connection with the 
inability of Mr. W. I. Floyd, Black- 
burn Road, Sewickley Heights, Se- 


wickley, Pa., to obtain information | 


from us in regard to who won the 
Picture Packard contest. 

It is rather surprising and some- 
what disturbing to learn that you 
intend to publish Mr. Floyd’s let- 
ter without first submitting a copy 
to us and obtaining our approval. 
Further, in this connection, we in- 
form you that if you should pub- 
lish the letter without our consent 
and approval the full responsibility 
for doing so will be upon you. 

With reference to Mr. Floyd's 
complaint we advise that on June 
10 and 11 we mailed out approxi- 
mately 2,000 large posters to our 
dealers and distributors throughout 
the country showing the names of 
all winners and reproducing the 19 
highest winning photographs. Early 
next week 7,500 copies of a special 
issue of our company publication, 
devoted exclusively to names, 
facts, awards, pictures, etc., of con- 


test winners, will reach our usual 
mailing list of Packard salesmen, 
servicemen, dealers and distribu- 
tors. 


You can readily understand that 
it would not be very practical for 
us to send the judges’ decisions di- 
rectly to each and every contestant. 
We believe the poster and bulletin 
in Packard showrooms—as well as 
news releases—do a good job of 
publicizing information about the 
contest winners 

H. W. Hircucock, 
Advertising Manager, Packard 
Motor Car Company, Detroit 

' 8 


Education of Retailers 
Called Vital Need 


To the Editor: Your editorial, 
“Sales Training Possibilities,” in the 
May 6 issue made a definite appeal 


to the writer’s pet theory in mer- 
chandising 

The writer has realized for a 
great many years a dire need for 
sales education for retailers’ and 
wholesalers’ sales people. Of the 
two, the writer believes the need 
is more urgent in the retail field 
It is because of this that in such 
advertising literature as we have 


put out, even though it is done in a 
small way, the writer has insisted 
that each piece contain as much 
information as possible about the 
product, its uses, etc., that would be 
equally as instructive to the sales 
person handling the item as it 


Letters are welcome. 


Advertiser 


would be to the consumer buying it. 

The writer agrees with you that 
much can be done by manufactur- 
ers in this direction, but he also 
feels that retailers themselves are 
really handicapping their sales vol- 
ume by not incorporating a definite 
sales training plan in their per- 
sonnel department. 

Do you know of any course of 
study or textbooks which have to 
do with the sales education of retail 
sales people? In other words, is 
there any approved authority on 
the subject of educating such sales 
people as might be used by the per- 
sonnel department of some of the 
larger, or as a matter of fact, any 
department store? If there is such 
in existence, the writer would like 
to avail himself of it. 

J. E. NorTHWAY, 

Boston Leather Specialties, Inc., 

Everett, Mass. 


Mr. Reilly Is Surprised, 
Amazed, Alarmed 


To the Editor: ApveEeRTISING AGE, 
Page 6—June 17, 1940, “Trammell 


| least on the surface . 


Siated to Head N. B. C.” Last Para- 
graph. Quote—‘‘He was respons- 
ible for the first daily 15-minute 
program”’’—Unquote. 

I sold the Davis Company of Chi- 
cago 15 minutes in the morning 
and afternoon daily some time be- 
fore this. This on WMAQ. Quote 
—‘Amos 'n’ Andy, then a practic- 
ally unknown comedy team heard 
only over Station WMAQ, Chicago.” 

Unquote. We syndicated Amos 
’n’ Andy all over the U. S. on rec- 
ords long before this. 

I am surprised, amazed, alarmed 
at your inaccuracy. Have you been 
reading the war news too much 
lately? 

JouHN R. REILLY, 

Carroll Dean Murphy & Co., 
Chicago. 

vvy 


Finds Weaknesses in 
Commercial Technique 

To the Editor: The advertising 
agency story on the new radio tech- 


nique developed by Mr. Bartlett 
proved very interesting to the 
writer. However, it seems to me 


that there are several decided weak- 


nesses in the method adopted by 
the McJunkin Advertising Com- 
pany. 

First of all, it appears ... at 


. that most 


|of these shows 


radio audiences would consider it a 
greater offense to their intelligence 
were the copy to be presented by 
members of a cast. Moreover, it 
seems to me that only advertisers 
who do not thoroughly visualize the 
psychology of radio could possibly 
use it. For it is apparent to any 
student of radio that many success- 
ful commercial announcements are 
never absorbed by the conscious 
mind of the listener. However, an 
even more important influence is 
exerted by this commercial becaus« 
it did affect the subconscious. 
Incidentally, many of us have re- 
ceived strictures from our client 
asking us why we can’t be as cleve 
about commercials as are the Jac 
Benny and Fibber McGee show 
But they fail to remember that bot 
. and as anoth: 
case in point, the Bob Hope sho 
also give their listening aud 


/ences a big dose of straight con 
|mercials that are not tied up in an 


way with the action of the show 
Please don’t get the idea that 
feel that radio cannot be improved 
And I certainly look forward wit! 
interest to the future of the “com- 
mercial-less radio show.” 
WALTER ZIVI, 
Newby, Peron & Flitcraft, Inc., 
Chicago. 


THERES A DASH OF DETROIT 


Recognizing the advantages of 
Hudson River hydroelectric power 
at Troy, with its strategie location 
for rail, water and highway ship- 
ping, the Ford Motor Company 
established its Green Island plant 


more than 


making springs. bearings and radi- 


ators. 


Situated almost in the heart of 
Troy's A.B.C. City Zone, the Ford 
factory is a dash of Detroit, con- 
this 


tributing to 


twenty 


of men. 


Troy Area 


years ago for 


velopes use 


intensive 


metropolitan 


THE 
RECORD 


THE 


centers prosperity by 


J. A. VIGER, ADVERTISING MANAGER 


providing 


jobs at high wages for hundreds 


The Ford plant is one of many 
employers of 
forces of men. To sell not only 
these workers but the women and 
children who share their pay en- 
The 
papers, the city’s sole dailies. Their 
one-medium 
available for only 12e 
makes Troy New York State’s low- 
est cost major market. 


large 


Record New Be 


coverage. 
per line. 


TROY RECORD 
newseparers |THE TIVES RECORD 


THE TROY RECORD CO. 
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The world’s most tantastic creature! 
It began asa reptile, ages ago. Then it 
started to become a bird. It grew a bill 
like a duck, added webbed feet, and 
laid eggs like any respectable towl. 
Then it changed direction, raised a 
coat of fur, and suckled its young. 
The latest news from London zoolo- 
gists who raised a litter is that it trolics 
and growls like a dog. We give you 
Mr. Ripley’s favorite What-is-it — the 
Duck-billed Platypus. Of no other 


creature on earth can it so aptly be said 


that it is “neither fish, fesh, nor fowl.” 


There's one regrettable analogy 
between the platypus and engraving. 
Instead of being clean-cut reproduc- 


tions of copy, cheap engravings are 


likely to be ‘‘neither fish, flesh, nor 
fowl.’ There's never any question 
about the quality of Collins, Miller 
& Hutchings engravings; it’s unmis- 
takable! And you pay one price for 
one uniform and dependable standard 


of reproduction. 


Be sure and visit our booth at the Convention of the Advertising Federation of America, Hotel Sherman, Chicago, Illinots 


COLLINS, MILLER & HUTCHINGS chicago Photoengravers 
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Big Bad Chains 
Excoriated by 


Food Independents 


$1,000,000 War Chest 
Sought to Publicize 
Retailers' Case 


New York, June 20.—Members of 
the National Association of Retail 
Grocers were asked at their 43rd 
annual convention here this week 
tc pledge themselves to fight to 
correct “the evils in buying and 
selling practices of corporate 
chains.” The plea was made by 
Gerrit Vander Hooning, president 
of the group 

“The time for action has arrived,” 
Mr. Vander Hooning told his audi- 
ence at the end of his annual re- 
port. “Let’s therefore have an end 
of idle talk, passive interest and 
weak-kneed agreement that these 
are good plans. Let’s do something 
about it—or else quit complaining.” 
His appeal was greeted by hearty 
applause. 


As if in answer to his plea, an- 


other food group meeting here this | 


week was asked to support a pro- 
posed $1,000,000 campaign to ad- 
vance the cause of independent re- 
tailers. Hector Lazo, executive 
vice-president of Cooperative Food 
Distributors of America, made the 
suggestion before his group, a vol- 
untary chain of independent groc- 
ers. 


Seeks $10 Contributions 


Mr. Lazo declared that in four 
weeks, CFDA members have sub- 
scribed $87,000 toward such a pro- 


motion fund. This amount was 
raised through $10 contributions 
|}from 8,700 member grocers, con- 


stituting 44 per cent of the mem- 
bership of the group. 

Mr. Lazo’s plan is to get 100,000 
independent _iretailers, including 
those outside the grocery field, to 
subscribe $10 each. The fund would 
be used for newspaper, magazine 
and radio advertising and publicity, 
designed to demonstrate the value 
of the independent retailer to his 
community. 

Mr. Lazo 
that 10 or 
independent’ retailers would’ be 
asked to cooperate in raising the 
promotion kitty. Some of these 
have already been approached, he 
said, and have expressed a favor- 
able reaction. 


told ADVERTISING AGE 


'ing their 


12 trade associations of | 


| sults 


HUMOR SELLS BEER TO CLEVELANDERS 


When its hot... 


LEISYSS \ 


is cool ! 


June 24, 1940 


| 
| 
| 
| 
| 


group ever took such action. Among 
the proposals in these planks to be 
submitted to both national conven- 
tions is that the government use its 
authority to enable “the smal! 
enterpriser to survive.” An _ in- 
creased appropriation for the anti- 
trust division of the Department of 
Justice, to enable it to conduct an 
investigation of the practices of cor- 
porate chains, was also included. 


U. S. Publishes 
1940 Report on 


This particular poster for Leisy Brewing Company, Cleveland, one of a series in Market Research 


which humor is predominant, went up on the boards June 15. 


Batten, Barton, 


Durstine & Osborn, Cleveland, is the agency. 


Mr. Lazo praised the fine job 
which the chains have done in tell- 
story to the public, and 
declared “it is nobody’s fault but 
our own” that the other side of the 
story has not been presented. 

Officials of the National Associa- 
tion of Retail Grocers, one of the 
groups which will be asked to aid 
in carrying out the Lazo plan, ad- 
mitted at their convention that re- 
of the “trade independent” 
drive launched by NARG a year 
and a half ago have not reached 
expectations. 


Officials declared the campaign 


small | 
While | 


received a “discouragingly 
amount of actual support.” 


Washington, D. C., June 18.—Th« 
1940 edition of “Market Researc} 
Sources,” which brings up to dats 
the record of marketing research i: 
the United States, has just bee 


national in scope, this program has | pyblished by the United States De 


not involved the use of national | 
advertising. Local groups were 
asked to raise funds and place ad- 
vertising locally, with the same | 
copy used in all cooperating com- | 
munities. 


Draft Platform Planks 


The NARG convention was also | 
marked by the drafting of proposed | 
planks for campaign platforms of | 


partment of Commerce. It is re 
vised every other year. 
The handbook, which contain 


material published between Jan- 
uary, 1937, and late 1939 and sup- 
plements material published in 
earlier editions, contains references 
to many new research projects. 
“Duplication can be avoided by 
knowing what has been done and 
what is planned in the field of mar- 


both the Republican and Demo- |ket research,” said James W. Young, 
cratic parties, the first time the| director of the Bureau of Foreign 


FIRST IN THREE 


COMPETIII0N Sie 


Designer ™“ 
A. R. BOTHAM 
Coty, Inc 


THREE separate distinguished juries, acting inde- 
pendently in different competitions, awarded first 
honors in two classifications to displays produced 


by Einson-Freeman. 


The Babson Institute selection of the Coty 
“L’Aimant” display as “The Best Window Display of 
1939” was also singled out for top honors by the .* 
All-America jury. The Maine Potato floor stand, 
chosen “best” in the Wolf Award, was likewise 
honored in the All-America Competition. Altogether 
a total of eight honors to six displays—an all-time 
high for honors in Window and Store Display. 


To us, however, it is only an incentive to strive 
even harder in 1940 to improve processes, develop 
ideas and so interpret the selling message of our 
clients that their displays may be the “winning dis- 
plays of 1940"°— winning not only honors, but 
dealer recognition and increased sales. 


We shall be glad to discuss your display prob- 
lems at any time you are pleased to appoint for a 


conference. 


FINSON-FREEMAN CONC: 


*& BEST WINDOW DISPLAY of 1939.... 
Babson Institute Competition 


*& FIRST AWARD for WINDOW DISPLAY 
All-America Package Competition 


* FIRST AWARD FOR FLOOR DISPLAY 
Wolf Award Competition 


Qiscoy 


KRArr 


ae <x 


LITHOG RAPHERS 
LONG ISLAND CITY, N. Y. 


~~ State of Maine Express™ 


and Domestic Commerce. “A re- 
view of the material in the new 
edition shows a steady increase in 
the volume and improvement in the 
quality of distribution research 
This edition of Market Research 
Sources reflects the increasing in- 
terest in consumers, listing a num- 
ber of recent reports on this im- 
| portant subject.” 

| The 1940 edition of market Re- 
'search Sources is identified as Do- 
mestic Commerce Series No. 110 
_and is available from the Superin- 
| tendent of Documents, Government 
Printing Office, Washington, D. C., 
|for 25 cents or through any of th« 
| field offices of the bureau. 


Texas Chain Gas Stations 
Held Liable to Tax 


A decision has been handed down 
by the Texas court of civil appeal! 
| upholding the state’s right to collect 
|chain store taxes from companie 
| operating groups of filling stations 


Under the chain store tax law 
stores selling petroleum products 
are specifically exempt from thi 


| tax, but Attorney General Gerald C 
| Mann has ruled that a filling station 
|selling anything except petroleum 
j}and petroleum products has for- 
| feited its right to exemption, and 
|it is this ruling that has been up- 
held. Few filling stations limit thei: 
|sales to this extent. An appeal to 
the state supreme court is antici- 
pated. 


Borden Names Foster 

Will A. Foster, who has been 
vice-president and sales manager of 
| Borden's Dairy Delivery Company 
| of California, and who is a directo: 
|of the National Dairy Council, ha 
been named sales manager fo! 
| package cheese for the Borden Com 
pany. 


KAUFMANN & FABRY CO. 
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ADVERTISING AGE 


Chicago Welcomes the 
A.F.A. Convention 


HICAGO, center of advertising 
activity in the great Middle West, 
welcomes the nation’s leaders in adver- 
tising to the thirty-sixth annual conven- 
tion of the Advertising Federation of 
America. 


In addition to taking in a great meeting 
and enjoying the hospitality of the 
Chicago Federated Advertising Club, the 
host of the convention, look around and 
get acquainted with Chicago’s unusual 
facilities for successful advertising, from 
planning and creative work to media, 
sales promotion and point of sale. 


Some of the greatest achievements in 
advertising are being planned and pro- 
duced right here in Chicago. Some of 
the greatest plants in the country are 
turning out the advertising materials 
which are going into the most successful 
campaigns in every market and medium. 


Chicago is proud of its leadership posi- 
tion in the nation’s advertising. Your 
needs for successful advertising in every 
field can be supplied in outstanding 
fashion in the Chicago market. Let’s get 
acquainted! 


y THE ARVEY CORPORATION 
“a 3462 North Kimball Avenue 


FIDELIS HARRER, INC. 
155 East Superior Street 


THORMOD MONSEN & SON, INC. 
730 North Franklin Street 


CHICAGO ELEVATED ADVERTISING CO. 
. Wrigley Building 


MANZ CORPORATION 
4001-4053 Ravenswood Avenue 


THE NATIONAL ENGRAVING COMPANY 
525 South Dearborn Street 


EDWARDS & DEUTSCH LITHOGRAPHING CO. 
2320 South Wabash Avenue 


PARTRIDGE & ANDERSON COMPANY 
712-32 Federal Street 


MARQUETTE PAPER COMPANY 
517 South Wells Street 


GAW-O'HARA ENVELOPE CO. SARRA, INC. 
500 Sacramento Blvd. Chicago — New York 
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Ethyl, Skelly 
Named in Suit by 
Wisconsin Dealers 


First Action Resulting 
from Decision of Su- 
preme Court Filed 


Madison, Wis., June 18.—Sinaiko 
Bros. Coal & Oil Company, Madi- 


|established by the defendants.” 


son, and the Hi-Test Gas & Oil 
Company, which operates filling 
stations in Minnesota and North | 


and South Dakota, have filed suits 
in U. S. district court here asking 
damages of $800,000 from the Ethyl 
Gasoline Corporation and the Skelly 
Oil Company. 

The actions, filed under the anti- 
trust penalty clauses of the Clayton 
act, are based upon the recent de- 
cision of the United States Supreme 
Court upholding conviction of Ethyl 


the Skelly Oil Company for many 
years up to 1930, when it was de- 
nied a license to sell gasoline 
treated with tetraethyl lead, on 
which Ethyl company owns the 
patents. 

The complaint alleges that the 
Ethyl and Skelly firms denied the 
application because Sinaiko Bros. 
“was selling gasoline below the 
established price and below the 
maintained prices and agreement 
and understanding for the main- 
tenance of prices existing between 
the defendants, and was therefore 
engaged in a marketing policy in 
violation of the business ethics 


Lost Much Business 


Because of inability to obtain a 
license to sell gasoline treated with 
tetraethyl lead, the Sinaiko firm 
charges that it “lost a great share 


|of its business and was unable to 


| continue 


Gasoline Corporation on charges of | 


Violating the Sherman act. 

The Sinaiko Bros. suit, in which 
the company is seeking $300,000 
damages, alleges that it purchased 
gasoline for retail distribution from 


profitably to operate its 
business.”’ 

The company further charges that 
because it could not obtain a license 
from Ethyl Gasoline Corporation 
for sale of lead treated gasoline, 
Skelly cancelled the distributor’s | 
contract and as a result it was “left | 
without a source of gasoline, and | 
the plaintiff was compelled to and | 
did surrender some of its retail | 


stations and sources, all to its dam- 
age.” 

The complaint charges that acts 
of the Ethyl corporation and Skelly 
put them in a position of seeking 
to control the Sinaiko business, to 
“put a restraint on the sale price 
of motor fuel” and of seeking “to 
control resale prices of motor fuel 
in unlawful restraint of inter-state 
commerce.” 

The complaint filed by the Hi- 
Test company, which seeks dam- 
ages of $500,000, is substantially 
the same as that filed on behalf of 
the Sinaiko firm. 


Swift Plans Test Drive 


on Improved Lard 
An experimental sales and pro- 
motion campaign is now being pre- 


| pared by Swift & Co. for its im- 


proved lard which, by the addition 
of minute quantities of a substance 
called guaiac, stays fresh when ex- 
posed to air without refrigeration. 
The campaign will be started in test | 
areas in a month or two. 


Mayo Joins WOR Sales _ 


Robert C. Mayo, formerly with | 
Station WABC, New York, has 
joined the sales department of Sta- 
tion WOR, Newark. He was pre-| 
viously with the Columbia Broad- | 
casting System. 


| 


Thott called forth 
Dv the APA. Convention 


A gathering of many advertising people at this time is 
assuring. [t shows that these people and their organiza- 
tions have confidence in the nation’s business future 
even its near future. 
And. rightly so 


because men are 


working at their jobs, striving to get ahead, and enter- 
taining themselves in their leisure. 


gomg to continue 


homes, and their business. 


Bhe A. FA. plans for the future with confidence and 
Popular 


Mechanics shares that 


Mechanics believes its readership of over half a million 
mechanically-minded men will be, this fall, profitably 
responsive to advertising on any merchandise that men 
buy, or have a hand in’ buying, for themselves, their 


confidence. 


Popular 


Wether you are interested in sales direct or through 
retail outlets vou can reach this man market economically 
—less than a dollar and a half per page per thousand. 
Popular Mechanics believes the aim of A. F. A. is not 
business as usual but business better than usual. And it has 
that same aim. Let’s work together to achieve that aim. 


POPULA 


200 EF. Ontario St... Chicago, Ul. «+ New York « Detroit « Columbus 


NEW SERVICE 


NEW WEEKLY DIRECT 
PASSENGER SERVICE 


BETWEEN NEW YORK AND 


LISBON, PORTUGAL 


by JHE FOUR ACES 


EXCAMBION June 27 EXOCHORDA July 11 
EXETER July 3 EXCALIBUR July 18 
end weekly thereafter on Thursdays 


Fare $250 


From Neutral Portugal connections can be 
made by air or rail to many parts of Europe. 
Detailed on 


THE SECURITY OF 


AMERICAN SHIPS 


ALWAYS IMPORTANT 
TODAY 1S EMPHASIZED MORE THAN EVER 


The demond by relatives ond friends here for prepoid 
tickets to America from all Europe demonstrotes it. 


AMERICAN EXPORT LINES 


25 Broodway, New York 


Lisbon Passenger 
Service Subject 
of New Campaign 


New York, June 19.—Italy’s en- 
trance into the European war and 
the subsequent closing of the Medi- 
terranean to American. ships 
brought a new passenger 
into being this week as American 
Export Lines, Inc., launched a news- 
puper campaign announcing weekly 
trips between New York and Lisbon 
in neutral Portugal, beginning 
June 27. 

While the closing of the Medi- 
terranean was directly responsible, 
the availability of Lisbon to the 
hordes of refugees now clamoring 
for means of transportation from 
war-torn Europe also figured in the 
decision to open the new service. 
American Export formerly operated 
a fortnightly passenger service to 
Figypt. 

Depending on the course of events 
in the European situation, the cam- 
paign will be consistent. News- 
papers in about 25 large cities 
throughout the country are being 
used. Copy emphasizes the “secur- 
ity of American ships” and the fact 
that “from neutral Portugal 
nections can be made by air or rail 
to many parts of Europe.” Barton 
& Goold is the agency. 


Kerrville Advertises 


Kerrville, Tex., has started a 
community advertising campaign 
designed to set forth the advan- 


tages of that city as an ideal spot 
for children, as well as for summer 
tourists. Newspapers in Dallas, 
Houston and San Antonio are being 
used through Pitluk Advertising 
Company, San Antonio. 


service | 


con- | 


Court Holds 
Electric Razor 
Ancient Device 


San Francisco, June 19.—Two of 
three members of the Ninth United 
States Circuit Court of Appeals 
| have an extremely low opinion of 
| electric shavers, regarding them as 
| mere refinements of the beard trim- 
mer or sheep clippers which have 
been in use for several decades. The, 
said as much today in denying 
Schick Dry Shaver, Inc., an injunc- 
tion against Dalmo Mfg. Compan) 
and Motoshaver Company, of this 
city. The only dissenting voice was 
|raised by Judge William Healy. 
| Judge Clifton Mathews held th: 
| Schick patents invalid in part and 
ruled that the competitive razo 
|are not actually’ infringement 
| Judge William Denman went fa 
ther in drawing an analogy betwee; 
/the modern hair remover and th: 
| implements affected by beard own- 
|ers and sheep raisers. 

The consensus of the tribuna! 
overturned a previous decision ot 
‘the Los Angeles District Court. 


Frank Marshall Heads 
‘Hartford Ad Club 

Frank C. Marshall, assistant 
|} advertising manager of G. F. Heu- 
blein, Inc., has been elected presi- 
ident of the Advertising Club ot! 
Hartford, Conn. He succeeds John 
Ashmead, advertising manager ot 
| Phoenix Insurance Company. 

| Other new officers are: first vice 
| president, F. Wallace Prelle, presi 
dent of F. W. Prelle Company 
second vice-president, Bert C 
| Gable, Case, Lockwood and Brain- 
|}ard Company; treasurer, Graham R 
Treadway, Hartford - Connecticut 
Trust Company; secretary, Florenc: 
|G. Farrell, Hartford Chamber ot 
Commerce. 


Ward, Kroger in Tie-up 


| Montgomery Ward & Co., Apple- 

ton, Wis., recently used full-pag: 
| newspaper advertising in color to 
announce a tie-up with local Kroge: 
| stores whereby purchasers of re- 
frigerators priced above $100 dur- 
ing a three-day period were give: 
/$10 worth of Kroger’s grocerie: 
Down payment required on_ th: 
deal was $5. 


Four Name Jones 


Ralph H. Jones Company, New 
York and Cincinnati, has been ap- 
pointed to direct advertising of the 
following: C. F. Streit Mfg. Com- 
pany, Cincinnati, Streit slumbe 
chairs; Dow Drug Company, Cincin- 
nati, retail drug chain; Station 
WLW, Cincinnati; and J. G. Wilson 
Company, New York, rolling stee! 
doors. 


FEATURED ON 


ST. LOUIS KWK 


for Ten Years — 
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BU ICTURES TELL YOUR SALES STORY BETTER 


M-W pictorial Window Displays impress your sales story upon the prospect when he 


or she is directly at the point of sale — your dealer’s store. They stop passers-by 
i and invite them in to buy. They promote the buying mood and stimulate the urge 
- to buy, right where your products are conveniently obtainable, thus helping your 
dealer make the sale. The creating of ideas with selling power, designing them 
to emphasize your sales message, and producing them attractively by whatever 


mechanical process is most suitable, is an important every-day function of M-W service. 


Discussing your sales problem, in person or by letter, involves no obligation. Write us. 


MAGILL-WEINSHEIMER COMPANY « 1320-1334 SOUTH WABASH AVENUE + CHICAGO, ILLINOIS 


Producers of Sales-Mahing Aduertising 


CREATIVE DESIGNERS + COMMERCIAL ARTISTS + PHOTO-ENGRAVERS + LITHOGRAPHERS + PRINTERS + PLANOGRAPHERS 
PHONE CALUMET 7200 
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High Distribution 
Costs Traced to 
Consumer Demand 


Bloomington, Ind., June 19.—‘In 
times like these, when so much of 
the national effort must go into de- 
fense, it is more than ever impor- 
tant that both business men and 
consumers should make every pos- 
sible contribution toward greater 
efficiency in distributing goods,” Dr. 
J. Frederic Dewhurst, economist of 
the Twentieth Century Fund, New 
York, said yesterday at the Confer- 


ence on Business-Consumer Rela- | 


tions held at Indiana University. 
About 100 clubwomen and educa- 
tors attended. 

Dr. Dewhurst explained that out 
of every dollar the consumer spends 
for finished goods, only 41 cents 
goes for making goods and 59 cents 
for handling and selling them. 
“Consumers have been both the vic- 
tims and the cause of many of the 
high costs of distribution,” he said. 

Citing some of the ways in which 
consumers add to distribution costs, 
Dr. Dewhurst pointed to the de- 
mand for a wide range of style and 
variety in retail goods at all seasons 
of the year. He also said that con- 
sumers also insist upon credit, de- 
livery, and other “free” services 
and the costly privilege of returning 
goods. 

“What the consumer needs most 
of all is some concrete information 
about what use he is going to get 


out of the product—in other words, | 


its ‘use-value’ to him,” Dr. Dew- 


hurst said. 
An Old Story 


D. D. Richards, assistant director | 


of public relations for Sears, Roe- 


buck & Co., pointed out that more | 


has been said about the consumer 
problem and the consumer move- 


ment in the last ten years than in| 


all the other 150-odd years of the 
nation’s existence. “However, by 
actual practice they're as old as the 
oldest business in the world,” he 
said. 

“There are those who continue to 
believe that merchants and custo- 
mers have nothing in common. In 
my humble opinion, nothing can be 
farther from the truth. They are 
definitely intertwined. The mer- 
chant cannot long continue to exist 
without any appreciable number of 
satisfied consumers—and the only 
way to keep them satisfied is to give 
them what they want at a price that 
is fair and reasonable. The minute 
that the merchant ceases to practice 
this principle, that minute he begins 
to slide and the fellow across the 
street or down the block begins to 
hear his cash registers beat a faster 
tempo.” 

Use Standard Grades 

Faith Williams, chief of the cost 
of living division of the U. S. Bu- 
reau of Labor Statistics, discussed 
the use of standard grades and 
specifications in marketing and in 
buying consumer goods. She said 
that standard grades and specifica- 
tions are extensively used 
present time by manufacturers in 


at the 


A 3,000-PAGE 
NEWSPAPER — 


Only a day's work! 


A 3,000-page newspaper would require 
three months to read. Yet in a single day 
we can make enough electrotypes to fill 


such a paper from cover to cover. 
The Rapid Electrotype Company 
Cincinnati, Ohio 
“Ally of advertisers since 1897"’ 


purchasing raw materials and inter- 
mediate goods. 

Miss Williams concluded by stat- 
ing that in a period of emergency 
when there may be shortages of 
certain raw materials, it is particu- 
larly important that goods be ac- 
curately labeled, so that consumers 
may know the quality of the goods 
they buy. Price rises which are 
brought about by the deterioration 
of the quality of the goods make it 
impossible for the homemaker to 
approach her budget problems in a 
systematic and intelligent way. 

“Consumer credit is undoubtedly 
the outstanding economic phenom- 


the entire 5,000 years of recorded 
business history has in the short 
space of the last 30 years developed 
into one of the most prevalent and 
important factors in our economic 
life. In our own lifetime, credit, 
originally the prerogative of kings 
and, later, the bond slave of busi- 
ness, has become, through the amaz- 
ing growth of consumer credit, the 
servant of every man and the mas- 
ter of some. This ever-widening 
diffusion of credit has probably 
done more toward a ‘more abundant 


life’ for the average man than any 


other development of our time.” 
Other speakers included H. F. 


enon of our time,” Prof. Raymond | Anderson, director of public rela- 


Rodgers of New 
told the conference. 


York University | tions, 


“The despised | Chinn, 


General Mills, Inc.; Aubyn 
the Borden Company; Prof. 


legal and economic outcast during| F. C. Gaylord, Purdue University, 


eration of Women’s Clubs, and 
Toner M. Overley, secretary and 
manager of the Indianapolis Better 
Business Bureau. 


Ivanhoe Foods Appoints 


Ivanhoe Foods, Inc., Auburn, 
N. Y., has appointed Moser & 
Cotins, Utica, to handle a news- 


paper advertising campaign in the 
New York area for Ivanhoe Redi- 
Salads. 


Gulf Adds Lance 

Douglas C. Lance, formerly with 
McGraw-Hill Publishing Company, 
| New York, has joined the New York 
sales staff of Gulf Publishing Com- 
| pany as assistant to Dick Swinsky, 
vice-president. 


W. S. Townsend to Talk at 
Management Conference 

William S. Townsend, of Town- 
send & Townsend, Inc., will talk on 
“Advertising Evaluation” at the 
management conference sponsored 
‘by the Stevens Institute of Tech- 
nology to be held at the Stevens 
Engineering Camp, Johnsonburg, 
|\N. J., this week. More than 80 
business men, industrialists, engi- 
neers and educators are expected 
for the sessions which last all week, 
concluding June 30. 

Among those who will address 
| the conference are Maynard M 
Boring, General Electric Company 
|who will talk on “The Personne! 
| Problem” and Lawrence W. Bass of 
ithe Mellon Institute, whose subject 
| will be “The Function of Industria 
Research.” 


| 


THE COTTON THAT WANTS TO BE 


Rune 
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Spend More for 
New Customers, 
Druggists Told 


Bolton Landing, N. Y., June 18.— 
Drug stores should spend more 
money on getting new customers, 
the New York State Pharmaceutical 
Association was told here today by 
Arthur C. Nielsen, president of A. 
C. Nielsen Company, Chicago. 

Other suggestions for successful 
drug store merchandising were: 
stock less heavily on minor and pri- 
vate brands; devote more attention 
to displays; make every effort to re- 


duce losses resulting from being out 


of stock on brands, types and sizes; 


emphasize in promotional activities | 


that prices are regularly low; culti- 
vate physicians assiduously and 
use the utmost care in the selection 
and training of store personnel. 

Among resolutions submitted to 
the resolutions committee of the as- 
sociation was one recommending 
legislation making it illegal for a 
|retail establishment to limit the 
|quantity of any advertised mer- 
chandise offered for sale. Another 
resolution submitted opposed the 
| indiscriminate use of combination 
deals and other special promotions 
| by manufacturers. 


Yarmov Expands 

Jack Yarmov & Co., New York 
public relations and advertising 
|agency, has leased larger quarters 
at 2 W. 46th street. 


Carstairs Gives 
Recognition to 
Staff Sales Ideas 


Philadelphia, June 19.—Recogni- 
tion of members of the sales staff 
who create and execute profitable 
merchandising ideas is being made 
by Carstairs Bros. Distilling Com- 
pany, both in documentary form, 
and, if the idea is liked by the rest 
of the sales force, with cash. 

Documentary recognition is given 
in the form of a framed parchment 
certificate which, if possible, also 
pictures the idea. A big seal with 
ribbons adorns the certificate, which 
is signed by P. J. Kelly, general 
sales manager: E. Paul Hamilton, 


merchandising manager; August B. 
Hook, Eastern division sales man- 
ager, and G. A. Reeder, advertising 
manager. 

“The primary purpose of the plan 
is,” said Mr. Kelly, “to supply a 
medium for the exchange of smart 
selling ideas, give recognition to the 
best merchandisers and spot poten- 
tial leaders, at the same time build- 
ing and fostering the Carstairs 
esprit de corps.” 


Barron Joins Phillips 

Ralph Barron, who _ formerly 
headed his own agency in Green- 
ville, S. C., has been appointed ac- 
count executive in charge of the 
Jacksonville, Fla., office of A. P. 
Phillips Company. 


pa years ago a mechanical cotton picker 
was announced. ‘Pick as much cotton in a day 


as a dozen men... solve 


the labor problem’... 


Twenty years ago a man developed a cotton 


picker; claimed that it “kissed” the cotton out of 
the boll; and a bale of machine-picked cotton would 
gin 40 pounds of lint more than a bale of hand- 


picked cotton!... 
Ten years ago an article 


They saw they had gathered a wealth of infor- 
mation that described an ideal plant for the 
mechanical picker and stripper. 

So down at College station, 
cross-breeds ... down at Lubbock station, Jones is 
working to produce cotton that will retain its high 
commercial value yet be suitable for machine 


Killough breeds and 


harvesting. And it seems that success is in the 


in Country Gentleman 


presented the idea that it might be easier to fit the 


plant to the machine than to fit the machine to 


the plant. 


For no mechanical picker of the hundreds “per- 


near future. 


This important story of the cotton revolution 


in Country Gentleman (April, 1940) again proves 


the unique power of this magazine to move the 


fected” would work on more than a few types of 


cotton. But discouraged inventors found they 
hadn’t slaved in vain when Country Gentleman 
put the proper emphasis on the question. 


people of the tremendous business it serves. 


Which is the reason why, when your advertising 


shares this impact in the 2,000,000 most influen- 
tial rural American homes, it acquires a unique 
power to move goods. 


fatten 


GRICULTURE’S TOP TWO MILLION 


HYSTERIA NO. 2 


$100 REWARD 


Unchertable slitogether umtounded rumors ebout me 
hove been circulated widely in the pest few deve 
Rumor: which charge or infer thet « men is distoye! 
te bie country ore highly slenderous end Hbelows | 
propese te put @ vtop to every wuch rumor and te herve 
errested and punished omy perton =ho maliciously 
originates or circulates remarks of such defamatory 
cherecter 


| ewe everything thet | here ever hed te the United 
Stetes of America ond its tree mattutions which | 
revere. end would gledly fight end die to preserve as 


every other genuine American would | have lived in 
Green Bey off my life herve tried ever te be @ geod 


cmmen, | herve se more interest 6 events which ore 
tremapering on Eurone then the e-erage Amercen My 
one te keep informed through his derly sewspepers 
| howe ne tes ser o- 


ner greet 
for ony foreign dees of matitutions My reete ere 
deep 1m Green Boy my petrotem enqueshenebic 
| promise arrest ond prosecution tor anyone whom | 
leern hes ongimated ond deliberotety cirevieted such 
slender | offer $100 reward tor imformetion which 
will leed te the arrest and conviction of wheerer 
erigineted these besciem. untownded emer My 
lovelty te Amernce and every American mettutven 
such thet | con end will feces the world and demand 
preet ter every munwetvon 


OTTO KAAP 


Second exhibit of the use of paid adver- 

tising, this time in Green Bay, Wis., to 

vitiate the activities of too-eager tale 
bearers. 


Chrysler Doubles 
Research Space 
on 15th Birthday 


Detroit, June 18.—Approximately 
300 newspaper and magazine repre- 
sentatives from all parts of the 
country were guests of the Chrysler 
Corporation at a luncheon recently 
at the corporation’s Highland Park 
plant. The occasion was the cele- 
bration of the 15th anniversary of 
the founding of the company, in 
conjunction with the opening of two 
new engineering and research lab- 
oratories. 

Fred M. Zeder, who is in charge 
of all Chrysler engineering and is 
vice-chairman of the board, told the 
gathering that the corporation has 
spent more than 57 million dollars 
in engineering and product develop- 
ment during the past 15 years and 
that the new facilities “dedicated to 
‘new worlds in engineering’ and de- 
signed to extend the range of 
human perception beyond the nor- 
mal gifts of sight, hearing, touch, 
taste, and smell, are its pledge to 
the motoring public that progress is 
on the march in the automobile in- 
dustry.” 

“In looking to the future,” said 
Zeder, “the world of useful arts is 
now coming to deal in values here- 
tofore reserved to ‘pure science.’ ” 

In opening these two buildings 
the corporation has added to its al- 
ready extensive facilities 162,000 sq. 
ft. of floor devoted to en- 
gineering and research. This almost 
doubles its previous engineering 
equipment. In these new buildings 
are 94 laboratories, offices and test 
rooms for practically every conceiyv- 
able scientific use 


space 


THE NEW PUBLICATION 
“HOW TO SET UPA 
SUCCESSFUL DEALER 
SIGN PROGRAM” 


tories of successful pre 
ran ‘ used hy representative 
te ent mi fr upon 


nationa 


request 


- VYAmbaRe “= 
LONG 
LIFE 


dil, 


| COMPARNION 


THE ARTKRAFT SIGN CO. 
GENERAL OFFICES: 
900 E. Kibby St.. Lima, Obie 
The World’s Largest Manufac- 
turer of All Types of Signs. 


0 


— eee 25 ; 
ee hae 
7 | ; 
ee 
a 7 
| g- _ 
~ | ) VA 
a <— 
\ 4 ’ f ~~ 
“NU ; : 
.@ , S dj. ; 
i Se 
yee a n" pstity a! . 
=| |Z a 
} | “EEE 
. ~ ” b “Qo 
A = oy , = atl ca . ' 4 CeO” 
7 Saal : | . -s 4 = ys 
ry. Aut > \ ar 4 atl - Z ii ' 
| i ae tac *., 
\ , a me hae 
7 t \ ES ' Zap. = 
, 4 | | e} | < » | ? 
, dv i . , ~~ * ars : | ff a = 
, 1 | ‘ ’ — it 2 = 2 4 4 
4 a 1 i \\e | an a 


26 


ry 
| 
al 


ADVERTISING AGE 


June 24, 1940 


Promotion 
Review 


This Week is telling advertisers 
about its whale of a jump in adver- 
tising dollar volume for the first 
six months of 1940. The tidy figure 
for the period is $3,071,906.82, 
which is a gain of 60 per cent over 
the $1,920,146.94 carried in the first 
half of 1939. 


* * * 


Mutual Broadcasting System has 
added floodlights to searchlights, 
speaking figuratively, as a guide to 
economical coverage of the coun- 
try, and this theme has been worked 
out effectively in an attractive new 
MBS booklet. Printed in black and 
yellow, the booklet’s illustrations 
are bleed halftones of relief maps 
dotted with objects representing in- 
dustry characteristics of each sec- 
tion of the nation. In the first pic- 
ture, searchlights pick out a choice 
of markets; in the second, flood- 
lights glow across the whole coun- 
try. 

* * 
NBC is sending out a new and 


colorful piece telling about the Pa- 
cific Coast Blue network’s state of 


affairs. The cover of the folder is 
made bright by the products “on 
the Blue in °40” printed in their 
natural colors, and grouped against 
a blue backdrop. Inside, an NBC 
mike on a ladder, and carrying a 
|ean of blue paint, is stumped by the 
problem of painting the 1940 graph 
off the edge of the page. 


es, Ae 


As a reminder that a great piece 
of writing can join the immortals, 
even if printed in small type on a 
|small page, Abbott Kimball Com- 
|pany has reproduced Julia Ward 
| Howe’s The Battle Hymn of the Re- 
| public as it appeared in the Atlantic 
| Monthly of February, 1862. It’s an 
|effective folder made so by its re- 
straint. 


'W1XTG, FM Station, on Air 


W1XTG, the new frequency mod- 
ulation station of WTAG, Worcester, 
Mass., began broadcasting June 17 

from 6:30 a. m. to midnight. The 
| stations are owned by the Worcester 
Telegram and Evening Gazette. 


Orr Named Dorex A. M. 

W. B. Connor Engineering Cor- 
poration, New York, has appointed 
James E. Orr as advertising man- 
ager of the Dorex division, maker 
| of industrial, commercial and home 
odor removal equipment. 


Launch Drive to Promote 


Wisconsin Strawberries 
The Warrens Co-operative Fruit 
Growers’ Association, in co-opera- 
tion with the state department of 
agriculture and markets, the straw- 
berry department of the Sparta 
Produce Exchange and the W. A. 
White Brokerage Company, Minne- 
apolis, has launched an advertising 
campaign in the Milwaukee and 
Madison markets to promote the 
sale of Wisconsin strawberries. 
Copy points to the desirability of 
consuming home grown berries with 
Wisconsin cream and ice cream. 
Newspaper and radio advertising as 
well as special milk and cream bottle 
collars are being used. Co-operat- 
ing producers have agreed to pay 1 
cent for each crate of strawberries 
picked to pay for the campaign. 


Foxboro Appoints 

The Foxboro Company, Foxboro, 
Mass., maker of indicating, record- 
ing and controlling instruments, has 
appointed Horton-Noyes Company, 
Providence, to handle its advertis- 
ing. 


Names Eastern Agency 

Mechanical Plucker 
New York, has appointed 
States Advertising Agency, New 
York, to handle advertising of a de- 
vice for dry plucking poultry. Farm 
papers and direct mail will be used. 


DON'T FORGET 4. GALLERY 


Louder please ! 
Your audience . . 
pedal your show 


1,253,600 radio families are in the “house” 
. ready and eager to listen. Don't soft 


Don't forget the gallery. Use the only 


Cleveland radio station that electrifies the whole house 
simultaneously. Roll not only the greater Cleveland audi- 
ence in the aisles but also a greater gallery of 26 major 
cities, 477 small towns and 131,260 farms. It's all there in 
one house. Metropolitan Cleveland one third, the “gallery” 


two thirds of your market. 


WZ oA y Vetword 


= a Tle 


] SPOT Sales Offices 


Why not play to it ALL? 


WEW YORK 


CLEVELAND 


CHICAGO DETROIT 
SAM FRANCISCO §=HOLLYWOOD 
BOSTON PITTSBURGH 


Corporation, 
Eastern | 


AGATE CLUB HOLDS ANNUAL TOURNAMENT 


Norman Bankhart, N. W. Ayer: Al Vinnege, Cosmopolitan; Marshall Holmes, 
Better Home? & Gardens; and Jack O'Keefe, Leo Burnett Company, discuss the 
one that failed to fall at the golf tournament of Agate Club, Chicago, June 14. 


There seems to be some argument about scores here. Left to right: Frank Chaffee, 
Good Housekeeping; Pete Callaway, Time; Graham Mason, N. W. Ayer & Son; 
and Bill Sittig, Woman's Home Companion. 


This Agate Club foursome is happy, and why shouldn't it be? 


It includes (at 


right) Tom Singleton, Murine Company, who walked off with the Advertising Age 


trophy for low net. 


Others are, left to right, Dutch Feldon, Liberty; Willard 


Lochridge, J. Walter Thompson Company; and Rube Markward, Life. 


Hubbel to U. S. Post: 
Study Out Soon 


E. Gordon Hubbel, radio director 
of the Institute for Consumer Edu- 
cation at Stephens College, Co- 
lumbia, Mo., has been appointed to 
the staff of the Consumers’ Counsel, 
United States Department of Agri- 
culture. He will have charge of 
writing and producing the weekly, 
15-minute General Federation of 
Women’s Clubs program, “Consumer 
Time,” carried by NBC as a sus- 
taining feature on Saturdays at 
10:45 a. m., EST. 

A study of the value of radio 
transcriptions in consumer educa- 
tion, planned, written and produced 
by Mr. Hubbel, will be published in 
the near future. It was a research 
project at the Institute this year. 


Geoghegan Traces N. Y. 
Art Club History 

The Art Directors Club of New 
York, formed in 1917 to satisfy an 
official request for designs for re- 
cruiting posters, has been called 
upon again to render the same 
service, Walter Geoghegan, presi- 
dent of the club and art director 
of Calkins & Holden, New York, 
told the monthly meeting of the 
Advertising Club of Hartford, Conn. 

Speaking on the _ characteristic 
advertising art of this country, Mr. 
Geoghegan contrasted the impres- 
sionistic poster art of Europe with 
the realistic art of American high- 


way signs. “European signs are to 
be read from a position standing 
still,” the speaker = said “The 


American advertisement is intended 
to be read ‘on the run.’ ” 


PNPA Plans Ad Study 


Frederick R. Long, business and 
advertising manager of the Times, 
Chester, Pa., has been appointed 
chairman of a committee to study 


all phases of national advertising 
end submit a report to the 1941 
convention of the Pennsylvania 


Newspapers Publishers’ Association 
at its convention Jan. 17-18, 1941 


Mart 10 Years Old 

The Merchandise Mart, Chicago, 
will start celebrating its tenth anni- 
versary beginning with the Inter- 
national Home Furnishings Market 
July 1-13 and continuing throug! 
the apparel, gift, china, glasswar« 
and pottery markets July 29-Aug 
10. A 16-page, two-color booklet 
with heavy covers, entitled “Th« 


| First 10 Years,” has been prepared 


in recognition of the anniversary 


f ) 
CIRCULATION PROMOTION 


TS MY OVS 14 / 


SE my wide experience in 

circulation promotion to 
build more and better reader- 
ship for your publication. I have 
written, produced and mailed 
more than ten million pieces of 
successful circulation promo- 
tion since 1930 — maybe I have 
the answer to your problems. 
No charge for preliminary in- 
terviews so write me TODAY 
for more complete details. 


HARRY H. COSTELLO 
Publishers’ Consultant 


Suite 1900 Daily News Bldg. Chicag« 


Sales Promotion + Circulation Managemen 
Market Analyses + Readership Research 
Special Editions + Format and Production 


Appraisals and Financing 
= — 
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Baltimore Ad Club 


| vertising talent which we now ap- 
fas so effectively and solely to the 
reaceful use of our business and 


Acts to Speed U.S. snatine « su 


Propaganda Drive 


| the 


Urges Use of Advertis-| 


ing to Maintain Free 
Institutions 


Baltimore, June 18.—The Adver- 
tising Club of Baltimore today 
launched a move for a nation-wide 
campaign of advertising and propa- 
ganda to combat subversion and 
strengthen American confidence 
and defense in an open letter sent 
to the advertising profession 
throughout the country. 

The move was proposed and ap- 
proved at a meeting of the club’s 
board of governors ten days ago 
and has just been announced in “An 


Open Letter to the Advertising 
Men of America.” It calls on them 
for ways and means to proceed 


with the advertising mobilization. 
At the same time the letter was 
released for publication John G. 
Mayer, executive secretary of the 
Baltimore Club, revealed that three 
Baltimore advertising men are pre- 
paring a series of patriotic adver- 
tisements which are to be the open- 
ing guns of the campaign. The 
three men are Joseph Katz, Wilbur 
Van Sant and Theodore A. Newhoff. 


Can Do Much 


“The Open Letter of the 
tising Men of America” 

“While the United States is arm- 
ing for defense, the members of 
the Advertising Club of Baltimore 
have made what they believe is an 
important decision. They believe 
that the United States should not 
neglect to arm itself, with all pos- 
sible speed, with the most potent 
weapon known to modern warfare, 

plan for the use of advertising 
and propaganda to uphold and 
maintain our principles of Ameri- 
can democracy 

“Of the potency of this weapon 
there can be no doubt. The totali- 
tarians proved it up to the hilt. 
The propaganda of terrorization, 
misrepresentation, threat and abuse 
of all been used exactly 
long-range artillery, to bomb 
rear, arouse and spread chaos, 
confusion and ruin in the defenses 
of democracy, right here in Amer- 
ica, 

“The most expert wielders of this 
weapon in the world are not the 
totalitarians. They are Americans. 
But our weakness in the use of this 

eapon at the present time is the 
traditional weakness of democracy, 
that is, in slowness of action. 

“To use the American weapons of 
advertising and propaganda in such 
fashion as to destroy these insidious 
subversions that have been at work 
tearing down our democratic form 
ot government, we must mobilize 
and organize for immediate use in 
cur own welfare or defense, the ad- 


Adver- 
follows: 


sorts has 
| Ke 


the 


44% 
is a lot of 
Sales Increase 


but = that’s 
whieved by a 
partment = store 


exactly the results 
Winston-Salem de 
using the columns 
of the Journal and Sentinel ex 
clusively to promote ai “week.” 
This excellent performance is not by 


tself Week in and week out ad 
vertisers on the Winston-Salem mar 
ket are learning from PROFITABLE 


sales records that here is a ready 


made, responsive audience of people 
willing and able to buy goods . 
ind that this audience RESPONDS 
ilmost instantly to messages ap 
pearing in the Journal and Sentinel 
We'd like very much to tell you 
more about this intensely ACTIVE 
market 
‘Name on request, 


Journal and Sentinel 
Winston-Salem, N. C. 


National Representatives 


KELLY-SMITH COMPANY 


| immediately 


“Somebody has to start this, and 
Advertising Club of Baltimore 
wants to start it now. The next 
step has got to be up to the rest 
|of the advertising men of the United 
States. We are sending this letter 
to advertising clubs throughout the 
country. Won't you please arrange 
for an emergency meeting of your 


| board of governors and endeavor to 


get your Advertising Club to indi- 
cate its views on this vital subject 
— thereby suggesting 


| Ways and means by which we might 


| 


proceed further 
mobilization. 

“Normally, important decisions of 
this type require plenty of thought 
and discussion as is our democratic 
way of doing things, but please bear 
in mind two things are certain, one, 
we must act; and two, we must act 
with speed! 

“Now that France has surrend- 
ered, the importance of immediate 
action becomes greater hourly.” 

The letter is signed by William 
T. Childs, president of the club. 


“Journal” Advances Powell 

Horace Powell, for the past five 
years circulation manager for 
Atlanta Journal, has been appointed 


with the plan of 


business manager and will continue | 


to serve as circulation director. 


the | 


Taylor Scnbadio Ritchie 
at “Seattle Star” 

Frank L. Taylor, 
and former national advertising 
manager of the Seattle Star, has 
become publisher with the resigna- 
tion of A. J. Ritchie, publisher for 
the past two years and former vice- 
president of the Western Agency, 
Seattle, and advertising manager of 
the Sound Cities Gas and Oil Com- 
pany, Seattle. 


co-publisher 


Beacon Appoints Arndt 

Beacon Chemical 
Philadelphia, has appointed John 
Falkner Arndt and Company to 
handle advertising for a new liquid 
bleach and Aunt Phoebe’s bluing 
and ammonia. 


Corporation, 


| been 


Packard Cars to Olian 
Berry Motor Car Company, 
Louis Packard distributor, 
pointed Olian 
pany, St. Louis, 
count. Radio 
now being used. 


McNaughton to \V to WLAW 


Henry B. McNaughton, 
with WTBO, Cumberland, Md., has 
appointed business manager 
and program director of Station 
WLAW, Lawrence, Mass. 


St 
has ap- 
Advertising Com- 
to handle its ac- 
news programs are 


formerly 


To Brown & Thomas 


Schenley Distillers Corporation, 
New York, has appointed Brown & 
Thomas Advertising Corporation, 
New York, to handle promotion of 
Wilken Family whisky. 


Scoop after scoop, week in, week out—simply because 
no other magazine, newspaper or news program is 
planned or organized to cover exclusively the one most 
important subject of modern times—news of National 


Affairs. 


RESULT OF PUBLISHING FIRST NEWS FIRST: 
Circulation Last December 


Circulation Today 


87,000 
110,000 


ANOTHER RESULT OF PUBLISHING, FIRST NEWS FIRST: 


Advertising booked: 


an increase over the total 


volume for the entire year 1939 of more than. 35% 


THE 


News of 


ASTEST MAGAZINE ON NATIONAL AFFAIR 


Monday thru Friday explained & interpreted; delivered Boston to Los Angeles the following Monda 
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West Suggests 
Supplements for 
Country Weeklies 


Audited Circulation 
and Readership Studies 
Also Suggested 


New York, June 19.—A _ sugges- 
tion that weekly newspaper pub- 
lishers consider the idea of issuing 
a supplement which would enable 
the medium to sell its market as a 
package was advanced here today 
before the National Editorial Asso- 
ciation’s 55th annual convention by 
Paul B. West, president of the As- 
sociation of National Advertisers. 

Mr. West made the suggestion in 
reporting results of an investigation 
among ANA members. Establish- 
ment of such a publication, he said, 
would make it easy for national ad- 
vertisers to reach the small town 
market. 

He also passed along four other 
suggestions received in his investi- 
gation. Publishers of weeklies were 
asked to analyze their rate scale to 


THESE ARE BUSY DAYS 


Parmer Peer? 
r er 


j 


C. Monroe Smith took this candid shot of Joseph A. Wagner, advertising man- 
ager of Scholl Mfg. Company, hard at work on the summer copy designed to 
ease the pains of millions of aching feet. 


j 

| 
’ 
j 


— 


— = 


decide for themselves if they merit 
national advertising support on the 
basis of present rates; to make sure 
that all advertising contracted for 
actually appears in print, and to 
provide a reliable checking service 
to which advertisers can turn; to 
sell the small town market as de- Mr. West spoke on a program 
serving of large space copy instead , which also included three other ad- 


than what amounts to “reader no- 
tices”; and to provide market in- 
formation based on actual reader- 
ship studies. 


Tour Agency Offices 


of as a market worth nothing more | 
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" Whale of a Story 


N THE LAST YEAR, The Houston Chronicle's 

Daily Total Circulation jumped from 100,788 to 

111,912... an increase of 11,124 families! This 
increase is 45% greater than the Post's and 629% 
greater than the Press’! That's a whale of a good 
story for advertisers who want to increase their sales 
in the Houston market! 


Although Houston is the largest city in Texas... the 
second largest city in the South . . . and one of the 
fastest growing cities in the United States, The 
Houston Chronicle today gives you a greater per- 
centage of coverage of this market than at any 


. previous time. 


The Houston Chronicle ALONE is all you need to do 
your selling job in this market. 


Circulotion figures ore from Publishers’ Stotements to the Audit Bureou 
of Circulation for 6 months period ended March 31, 1939, and 6 months 
period ended March 31, 1940 


THE HOUSTON CHRONICLE 


First In Greulation and Advertising For Over 2 Quarter Century 


R. W. McCARTHY THE BRANHAM COMPANY 
Netrone!l Advertising Meneger Netionel Rep S 


vertising headliners. Included were 
Philip L. Thomson, president, Audit 
Bureau of Circulations; John Ben- 
son, president, American Associa- 
tion of Advertising Agencies; and 
H. H. Kynett, Aitkin-Kynett Com- 
pany, Philadelphia agency. Colby 
M. Chester, chairman of the board, 
General Foods Corporation, was the 


luncheon speaker. In the after- 
noon, NEA delegates were the 
guests of 11 Manhattan agencies 


who conducted tours of their offices 
to explain their operations. 

Mr. West minced no words in re- 
laying the viewpoint of ANA mem- 
bers as to why weekly papers do 
not receive a greater volume of na- 
tional business. The two main rea- 
sons, he said, are that advertisers 
encounter too many difficulties in 
planning a campaign in weeklies, 
'and that other media provide data 
|to justify advertising expenditures 
‘which is not available from small 
town papers. 

He joined Mr. Benson and Mr. 
Kynett in stating that a major 
| drawback is the lack of audited cir- 
|culation figures. In the absence of 


such verification, both he and Mr. | 


Kynett agreed, advertisers must 
make their evaluation solely on the 
basis of the milline rate which is 
relatively high for the field as a 
whole. 

Mr. West urged that the weekly 
publishers underwrite some 
readership survey as is being car- 
ried out by the Advertising Re- 
search Foundation for the Bureau 
of Advertising, American Newspa- 
per Publishers Association. The 
value of this and similar coopera- 
tive undertakings has been demon- 
strated, he said. 


Asks Audited Circulation 


Mr. Kynett, who revealed that at 
one time he was a general handy- 
man on a weekly paper and de- 
scribed himself as “a would-be ama- 
teur publisher,” called attention to 
the “editorial anemia” of some 


weeklies. He urged editoral vitality, | 


audited circulation, well-printed 
advertising and market data. 

Mr. Thomson urged NEA mem- 
bers to “legitimize” their circula- 
tion by joining the ABC. He 
pointed out that the ABC is so 
anxious for the support of weeklies 
that it has reduced its annual rate 
to $26 a year, with the provision 
that audits will be made every two 
years instead of annually for papers 
whose circulation varies little. 

Mr. Benson discussed the con- 
sumer movement, and _ suggested 
that weekly publishers take steps to 
meet the situation locally by pro- 
viding informed speakers to pre- 
sent the advertising viewpoint. 


Publishers Given 
New Ruling on 
U.S. Tax Reports 


New York, June 19.—Beginning 
in 1942 those publishers reporting, 
for federal tax purposes, only those 
subscription revenues actually serv- 
iced during the year must also 
spread the reported operating ex- 
pense of getting subscriptions in like 
manner, according to a new ruling 
of the Bureau of Internal Revenue. 
Prolonged discussions between rep- 
resentatives of the bureau and the 
National Publishers Association 
preceded the ruling 

Publishers who have been re- 
porting all income received from 
prepaid subscriptions covering peri- 
ods extending beyond the taxable 
year may continue to do so, 
the report. In any case net income 
of publishers for past years will not 
be affected by the new ruling. 

Between now and 1942 the gov- 
ernment will gradually apply the 
new ruling, allowing two-thirds in 
1940 and one-third in 1941 of the 
cost of getting deferred subscrip- 
tion revenue to be charged to op- 
erating expense in those years. 


says 


L&T Promotes Cone 


Fairfax M. Cone, manager of the 


San Francisco office of Lord & 
Thomas, has been named a vice- 
president of the agency. He has 


been with the San Francisco office 
for 11 years 


such | 


House Committee 
Kills Chain Store 
Tax Bill Chances 


Washington, D. C., June 18.—Th« 
Patman chain store tax bill was 
buried for the present session oft 
Congress today when the Hous 
Ways and Means’ subcommitte: 
which has been studying it fo 
some weeks voted to table the legis 
lation and then voted to adjourn 
sine die for the session. 

The sine die adjournment vot: 
means that the subcommittee wi! 
hold no more meetings on the bi! 
| this year, and in view of the voi 
|to table, the action constitutes t) 
|death of the bill in this Congres 
| “There was a_ feeling amon 
members of the subcommittee,” sai: 
Representative John McCormack : 
| Massachusetts, subcommittee chai: 
|man, “that if legislation along suc! 


| lines was considered necessary b 
| reason of any fear of threat o 
monopoly as advanced by its pro- 
ponents that such legislation should 
be of a regulatory nature and no‘ 
punitive through exercise of thx 
taking of power. Such legislatio: 
_would not be within the jurisdiction 
|of this committee.” 

| The subcommittee had spent 
|great deal of time during the past 
| two months taking the testimony o! 
'both proponents and opponents of 
the bill, which was designed t 
place heavy taxes on chains of r¢ 
tail stores, the tax material] 
increasing as the number of stor 
increased and as the chains spread 
across state lines. 


May Be Re-Introduced 


Rep. Wright Patman of Tex: 
author of the legislation, had con- 
tended that the chains were put- 
ting the independent merchants of 
the country out of business and that 
the chains were taking money out 
of local communities and centering 
it in New York. He argued that 
Wall Street interests were in back 
of the chain stores because thi 
hoped eventually to concentrat 
authority over banking activities of 
the various local communities 
throughout the nation under the 
larger banks. 

Mr. Patman has not indicated ; 
yet whether he will continue 
drive for enactment of the legisla- 
tion in the next session of Congr 
but it is believed by those close 
him here that he will, since he 
known for his persistence when h« 
is sold on a legislative idea. 


Macy Promotes Factag 

R. H. Macy & Co., New Yo: 
is the first department store to pro- 
mote the Factag, informative labe! 
recently adopted by Pacific Mil 
New York. Following approval | 
its Bureau of Standards of th 
Factagged materials, the store 
undertook a three-week promotio! 
of cotton housecoats, and rayon ; 
cotton dresses. 
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500,000 copies of today’s second) Lynkenheimer A. M. Heads 


GETS NEW TITLE. copies of today’s second 
issue. According to the paper's 0 Cincinnati Marketers 


|press department, neither news- i 
dealers nor subscribers were able| George 7 pos sen etal eta 
to get all the copies they asked for | ™@nager 0 RASTNSUNSS Vom 
the first issue. Dealers hoisted | P2"Y- has been elected president of 
“PM Sold Out.’ rie d oy Cincinnati Industrial Advertisers 
signs, ‘ ut, and some | Ted Brown, Perry-Brown, Inc., and 


/copies were sold at premium prices. 

The first edition is published at 
(10 a.m. The two subsequent edi- 
/tions issued each day are published | 
irregularly, depending upon the 
time at which late news is received. 


Walter Spindler, American Rolling 
Mill Company, are vice-presidents. 
Herman L. Klein, Cincinnati Mill- 
ing Machine Company, was elected 
secretary-treasurer. 

Directors for the coming year are 
Frank Gerhart, Champion Paper & 
Fibre Company, and Gene Schwar- 
ber, Gardner Publications, Inc. 


“Parents’ " Adds Friend 


Lee Friend, formerly with Uni- 
versal Dress Company, New York, 
has joined the fashion advertising 
staff of Parents’ Magazine. 


Diatest Names Rosette 

Diatest Laboratories, New York, 
/has named Rosette Advertising 
Agency, New York, to direct adver- 
tising of its testing apparatus. 
Newspapers and direct mail will be 
used. 


Create Peace Poster 


William Gropper, John Groth, 
Syd Hoff, Anton Refregier, Tsacha- 
cbsdov and Howard Willard co- 
operated in the execution of a giant 
mural as a part of the “Make A 
Poster For Peace” campaign spon- 
sored by the United American 
Artists. Each artist has also created 
original posters, to be reprinted for 
distribution. The campaign is de- 
scribed as a “drive to keep Amer- 
ica out of war.” 


Willis Leaves. CBS 

Frederic A. Willis has resigned 
as assistant to the president of the 
Columbia Broadcasting System to 
become vice-president of Thompson 
Automatic Arms Corporation and 
its subsidiary, Auto-Ordnance Cor- 
poration, both in New York. 


Adopt Parenthood Slogan 


“Give First Thought to Children!” 
has been adopted as the official 
slogan for the third annual Better 
Parenthood Week, Sept. 23-29. An 
emblem will also be used in news- 
paper, magazine and business paper 
copy and window streamers. George 
J. Hecht, publisher of Parents’ 
Magazine, is chairman of the Bet- 
ter Parenthood Week Committee. 


Olympic Plans Drive 
Olympic Knitwear, Inc., is plan- 
ning a fall advertising campaign in 
women’s magazines, newspapers, 
rotogravure sections and _ business 
magazines to promote “Tish-U- 


Knit” sweaters. Francis Marquis 
is handling the account for the 
Hicks Advertising Agency, New 
York. 


Frederic R. Gamble, formerly executive 
secretary of the American Association of 


Advertising Agencies, whose title has 
been changed to managing director to 
more clearly delineate his duties. 


‘PM’ Makes Bow; 
No-Advertising 
Policy Played Up 


New York, June 19. 
dream of a New 


An editor’s 
York daily news- 
paper without advertising came 
true here this week when Ralph 
McA. Ingersoll’s PM made its de- 
but. All three editions of yester- 
day's first issue were eagerly 
snapped up until the total print 
order of 372,000 was exhausted. 
Of particular interest to the ad- 
vertising field in connection with 
the launching of the new picture 
paper was the letter from President 
Roosevelt reproduced in the first 
issue. One paragraph in the letter, 
addressed to Mr. Ingersoll, read: 
“As you know, I have been critical : z 
at times of a part of the daily press. A ? 5 doce ‘ 
Too often the news of this part of , a os 
the press has been colored because ; o * 
of front office prejudice or ‘busi- Bis 
reasons.” 
Prominently displayed throughout 
PM are the words “We sell no ad- 
vertising.” At the beginning of 
the two-page section, Digest of Ad- v 
vertisements, this further explana- 
tion is offered: “PM sells no adver- i> - / 
tising. Instead, PM gives its read- 5 
ers a digest of advertisements on 4 
the same day they run in New us 
York’s nine major newspapers. The 
Digest of Advertisements exercises . 
no critical function, guarantees no 
product, underwrites no sale. Its 
riters report only what the ads t 
say concerning materials, prices and ‘ 
Its illustrations are made by i 
the stores especially for the Digest 
of Advertisements.” : 
Among the many novelties intro- 
uced by PM are the use of a dif- 
rent second color each day on 
everal pages, the departmentaliza- 
tion of news, the page size of 11% 
14!» inches which is smaller and 
juarer than existing tabloids, the 
e of drawings as well as photo- 
graphs, and the emphasis on radio 
news, 
Of the 32 pages making up each 
ue, the radio section takes up 
ee. In addition, the front page 
corries a listing of when news 
broadcasts are aired by all local 
tions. Besides a complete radio 
program timetable, broadcasts of 
t 24 hours following publication 
listed by classification 
Among PM’s innovations is a 
File and Forget” column appear- 
, in several sections. News which 
editors do not consider impor- 
tant enough to merit much space is 
ndled in this way. This practice 
prompted the World - Telegram to 
ry a front-page item, under the 
dline “Forget Without Filing,’ 
ich read, “PM published its first 
ue today—H. A. S.” All PM 
carry the initials of the 
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Repetition --- wears down 
sales resistance 


Repetition - 
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Outdoors ability to sell 


— ‘National Sales og sapenaily of the Outdoor paeery 
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Cities’ Growth : 
Less Than That 
of Whole U. S. 


Washington, D. C. June 20.— 
Preliminary census surveys indicate 
that while the population of the 
United States is increasing, the size 
of cities is growing slowly or not 
at all, due to a shift of urban resi- 
dents to outlying communities. This 
phenomenon, the 
Census believes, will produce rad- 
ical changes in markets for certain 
products. Gardening tools, 
and lawn furniture and badminton 
sets are in for a boom, it predicts. 

Preliminary reports for some 


large cities show the following 
changes during the past decade: 
1930 1940 
(Thousands) 
St. Paul ree 271 288 
Fort Wayne, Ind... . 114 116 
re 365 366 
Kansas City, Mo....... 399 400 
ee . 821 813 
Cambridge, Mass. ... 113 111 
Lowell, Mass. ..... 100 101 
Worcester, Mass. ...... 195 
Fall River, Mass... . 116 115 
Milwaukee ....... 578 589 
Salt Lake City.... 140 150 


New York City seems to have re- 


Bureau of the | 


porch | 


sisted the trend, advance figures in- 

| dicating a gain of 6 per cent in pop- 
ulation. The Bureau is unable to 
determine the reason for this situa- 
| tion, 

Preliminary estimates indicate a 
large increase in the number of 
small farms of from three to ten 
ucres in size. 


Opens Consumer 


Sales Service in N. Y. 

Consumer Sales Service, Inc., 
headed by Walter McAdams, has 
|been established with offices at 9 
Rockefeller Plaza, New York. As 
advertising and sales counsellor, 


| working with agencies and depart- 
| 


McAdams System of Prevaluation, 
a sales training lecture course. 

| Mr. McAdams formerly headed 
his own company on the West Coast. 
Vice-presidents are R. B. Scribner, 


| 
| 


formerly with Tenney, Woodward & | 


Conklin, New York, and Noble Van 
| Voorhis, formerly engaged in sales 
| training work. 


Hotel Margaret to Pepper 


| Hotel Margaret, Brooklyn, has 
jappointed J. W. Pepper, Inc., New 
York, to handle its advertising. 
Robert Hilton is account executive. 
Newspapers and magazines will be 
used. 


ment stores, the firm will offer the | 
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“Thought Mobilization” 
'to Combat Dictators 


John W. Studebaker, United States 

Commissioner of Education, is advo- 
cating a plan for “thought mobiliza- 
|tion” through a “national non-par- 
tisan education board” by which the 
public would attain a unity of 
agreement and consent on major 
problems to oppose a similar unity 
in totalitarian states which is 
brought about by autocratic repres- 
sion, censorship and force. 

Mr. Studebaker suggested the plan 
at a meeting of the American Asso- 
ciation for Adult Education in New 
York. 


Mexico Invites Tourists 
Featuring an_ invitation from 
| President Cardenas to visit Mexico, 


| 


a newspaper campaign has _ been 
j}launched by the Mexican Tourist 
| Association, Mexico City. Com- 


posed of various groups interested 
in promotion of Mexico to tourists, 
the association is using 10 news- 
papers in four cities on the East 
Coast on a weekly basis. Wendell 
P. Colton Company, New York, is 
the agency. 


Frohlich to Bendix 

Jack Frohlich, regional manager 
for Norge, has been added to the 
home office staff of Bendix Home 
Appliances, South Bend, Ind., to di- 
lrect the sales training program. 


of Function of 


Department Store 


| ment 


|agement group a 


Gives New Concept 


NRDGA Given New 
Assignment, Studies 
Decentralization 


Chicago, June 20.—If department 
stores are to justify their claim of 
being purchasing agents for the 
public, they must train employes 
not to sell, but to help the customer 
buy, Miriam L. Eggers, training 
director of the William Hengerer 
Company, Buffalo, said Tuesday in 
addressing the mid-year meeting of 
the National Retail Dry Goods 
Association. Miss Eggers’ revolu- 
tionary suggestion was presented to 
the personnel group, one 
which met daily for four days. 

The deliberations of the sales 
promotion division, which studied 


advertising from every conceivable | 
reported elsewhere in| 


angle, are 
this issue. 


The controllers’ congress 


was told by Harland Bartholomew, | 


of St. Louis, that it should attempt 
_to regulate decentralization, which 
threatens the existence of depart- 
stores. Sidney Rabinovitz, 
president of Economy Grocery 
Stores, Boston, gave the store man- 
new picture of 
super markets, while Melvin An- 
shel, associate professor of market- 
ing, School of Business, University 
of Indiana, took the position in an 
vddress before the controllers’ con- 
gress that department stores must 
charge only for service rendered. 


Geared to Customer 


In recommending adoption of a 
new viewpoint of the department 
store’s responsibilities, Miss Eggers 
asserted that all the teachings of 
salesmanship have been’ wrong, 


| because they ignored the interests 


of the customer. 
the store which 


In the long run, 


of five) 


subordinates its | 
|own immediate interests to those of 


June 24, 1940 


had manifested the greatest interest 
in her problems, who had given her 
the most valuable merchandise in- 
formation and had assisted her in 
making the best selection of mer- 
chandise based on her specific 
requirements. 


Must Change Trend 


Mr. Bartholomew, whose company 
is engaged in city planning, said 
decentralization represents in larg: 
part a flight from heavy taxes. The 
department store, by paying suc! 
taxes, merely hastens its own de- 
struction, unless it can retard th: 
trend. The suburbs are now grow- 
ing at the expense of the centr: 
city, while the latter bears mos! 
of the tax load. Wider boulevard 
and more adequate parking spac 
will help arrest the spread of th: 
movement. Another aid is the insti 
tution of large-scale, limited divi 
dend housing projects in old resi 
dence districts close to the centr: 
business district which have deger 
erated into slums. 

Mr. Rabinovitz said that whil 
the automobile, which permits th: 
owner to carry large amounts 0! 
goods, explains in large measure thy 
success of super markets, the lion 
share of the business of such estab 
lishments comes from within th: 
radius of one mile. In other words 
the super market is little more tha: 
a glorified neighborhood store. H: 
expressed the belief that super mar- 
kets have not been outstanding): 
successful, at least thus far, i: 
fields other than foods. He believ« 
however, that the department-stor 
must meet the trend toward mor 
neighborhood shopping by estat 
lishing outlying branches. The 
proper course should be determined 
by unremitting research, he said i 
closing. 

Prof. Anshen said analysis wil! 
determine whether department stor 
losses are due to internal or exte: 
nal conditions. The full servic 
one price department store, how- 
ever, needlessly runs the risk of 
| losing the cash customer who do 
not desire to pay for services sh« 
does not utilize. This suggests in- 
stitution of a two-price system, hy 
said. 


| the public cannot fail to attain suc- 
| cess. 
| From this viewpoint, 


| “Escort” to Bow 


| 
only two} The magazine published as M 


ever, the customer is considering , : ; 
“i making another purchase a few | — oo has added eight stations 
; days hence, these factors do not of the Mutual Broadcasting System. 


— 


s-* 


..- THE DETROIT BUSINESS CURVE 
AND DETROIT NEWS CIRCULATION 


As of June 1. 1910. compared with 


shows the greatest business gain of any city its size. or 


larger. in the entire United States—according to Sales 


Vanagement’s rating for “High-Spot 


Add to this the fact that Detroit's automobile pro- 
duction and sales, factory employment and industrial 
payrolls are near a ten-year peak—and you have a good 
idea of the fertility of this market. (nd as this Nation 


moves to secure its defenses, all eves are trained on 


June. 1939. Detroit 


value of home circulation — and in Detroit it is doubly 
important for this is a city of homes. Only 12% of the 
people of Detroit live in apartments. 
-Cities.” Today The Detroit: News gives you access to more 
homes than any other newspaper in Michigan. In 
fact, The News has the largest (A.B.C. recognized home- 
delivered circulation in America. 

Detroit is America’s largest top market: The Detroit 


News is its recognized advertising medium. 


Detroit where untold millions of dollars will be spent. 


Detroit's industrial indices have moved up. sensation- 
ally. vet The Detroit News has more than kept pace. 


Circulation figures are soaring—with weeh-day circula- 


tion reaching an all-time high! 


Moreover. The News’ week-day trading-area circula- 


tion is *80.5% home-delivered by exclusive Detroit News 


carriers. Every newspaper so delivere 


multiple reader audience. Wise advertisers know well the 


“i gets an assured 


RECORD-BREAKING CIRCULATION 
348,062— 1940 May average net paid circulation WEEK-DAYS 
404,392—1940 May average net paid circulation SUNDAYS 


The Detroit News 


THE HOME NEUSPUPER 


New York: L.A. KLEIN, ING, 


Chicago: J. E. Lavz 


| requirements are made of the sales- 
woman: She must have a sincere 
interest in the customer’s needs and 
she must know her merchandise so 
that she can recommend the prod- 
uct which most accurately fills those 

/ needs. 

| Miss 


j}and Mrs. Knickerbocker by David 
| Oppenheim for the past six months 
| will make its appearance in July a: 
| Escort, a bi-monthly  publicatio: 
| devoted to listings of the cinema. 
|theater, concerts, art galleries 
| restaurants, and other events and 
places of interest in New York. M: 


Eggers said that a survey|Oppenheim is_ business manage! 
|}among 500 of her company’s cus-| William Peabody, formerly with 
tomers demonstrated the soundness|Norman Bel Geddes, advertising 


of this theory. 
| that in shopping for any given day, 
|the customer is influenced to buy 
by quick service, active assistance 
'in making her purchase and the 
courtesy of the salesman. If, how- 


weigh so heavily in inducing her 
to return. They would be influ- 
enced chiefly by the salesman who 


This survey proved | 


manager; and Ted Peckham, form«¢ 
|operator of a male escort service 
jand author of the new 
|“Gentlemen in Waiting,” editor. 


“Liberty” Expands Web 


making a total of 13, to the network 
| for the Thursday and Saturday eve- 


| ning news broadcasts of Gabriel! 
Heatter. 


nove!, 


touch with one of 
located Atlas plants 


| ATLAS PHOTO COPY CO., 520 


AtLtas Puoto Copy Company 


Welcomes 


ADVERTISING FEDERATION OF AMERICA 
TO CHICAGO 


For photostats, photo copies, photographs, 
blow-ups, Jumbostats, and Bromides get in 


the five conveniently 


by calling Whi. 7575. 


N. Michigan Ave., Chicago, Ill. 
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Begins Hotel Campaign obless 7 cludes a six-point program for re- of Unemployment Compensation 
ax L 
six ] aw 


Coming 
Conventions 


June 23-26. Annual convention, 
Public Utilities Advertising Associa- 
tion, Chicago. 

June 23-27. Annual convention, 
Advertising Federation of America, 
Chicago. 

June 24-26. Annual meeting, 
Newspaper Advertising Executives 
Association, La Salle hotel, Chicago. 

July 3-5. Annual convention, 
Trade Association of Advertising 
Distributors, Stevens Hotel, Chicago. 

July 7-10. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Vancouver, B. C. 

August 4-7. Annual meeting, Na- 
tional Association of Broadcasters, 
San Francisco. 

Aug. 12-15. 
National Sign Association, 
Pennsylvania, New York. 

Sept. 9-13. Sixth annual Atlantic 
Coast Premium Exposition, Hotel 
Astor, New York. 

Sept. 18-20. Annual convention, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Detroit. 

Sept. 24-25. Annual meeting, Na- 
tional Publishers Association, Sky- 
top Lodge, Skytop, Pa. 

Sept. 26-28. Annual convention, 
National Association of Photo-Lith- 
ographers, Chicago. 

Oct. 2-4. Annual convention, Di- 
rect Mail Advertising Association, 
Chalfonte-Haddon Hall, Atlantic 
City. 

Oct. 28-30. Annual convention, 
Financial Advertisers Association, 
The Homestead, Hot Springs, Va. 


Annual convention, 
Hotel 


Promote Westinghouse 


Lamp Executives 
A. E. Snyder, former general sales 
manager, has been promoted to as- 


sistant general manager of the 
Westinghouse lamp division with 
headquarters in New York. B. H. 


Sullivan succeeds Mr. Snyder and 
is succeeded in turn by Leon S. 
Paletou as manager of the Middle 
Western district at Chicago. Charles 
A. Conklin succeeds Mr. Paletou as 
Southern district manager and R. 
E. Ebersole, formerly New York 
metropolitan branch manager for 
the Northeastern district, succeeds 
Mr. Conklin as metropolitan man- 
ager. 


Name Crapsey Head 
of Denver Adclub 


A. W. Crapsey, sales manager for 
KOA, Denver, has been elected 
president of the Advertising Club 
of Denver, succeeding Eric Erskine. 
Carl Salstrand, president of Ball & 
Davidson Advertising Agency, be- 
comes first vice-president and pro- 
gram chairman. H. E. Benson, ad- 
vertising department of the Public 
Service Company, is second vice- 
president. E. M. McKim, advertis- 
ing manager of Western Farm Life, 
was re-elected secretary-treasurer. 


Harris Joins KGO-KPO 
King Harris, formerly with the 
San Francisco office of Erwin 
Wasey & Co., has joined the sales 
staff of KGO-KPO, San Francisco. 


WITH YOUR 
ADVERTISING 
DOLLAR 


o To we 
peauMont, TEXAS 


\\ll 


On the Wt lit 
NBC BLUE-SGOKC 


Represented by 
international Radio Sales 


A campaign promoting the 
hotels which it operates in New 
York City has been launched by 
American Hotels Corporation, New 
York. Copy, in newspapers in cities 
where other American Hotels are 
located, stresses the moderate prices 
for visitors to the New York World’s 
Fair. The campaign will continue 
for ten weeks. Needham & Groh- 
mann, New York, is the agency. 


Seidenbaum Gets Spree 

Apple Beverage Corporation, New 
York, has appointed William G. 
Seidenbaum Advertising Agency, 
New York, to handle advertising of 
Spree, a new beverage. Plans in- 
clude use of newspapers, radio, 
direct mail and displays. 


Unjust, Say 
Photo-Engravers 


Chicago, June 19.—Claiming that 
“less than ten per cent of the un- 
employment compensation taxes col- 
lected from the photo-engraving in- 
dustry goes back to unemployed 
workers of the industry in the form 
of benefits when out of work,” the 
American Photo-Engravers Associa- 
tion has dispatched letters to the 
President, members of Congress, 
governors of the states and national 
committee members asking for re- 
lief from this situation. 

With the letter the association in- 


moving inequities from unemploy- 
ment compensation taxes. These 
six points are: 1. Sever unemploy- 
ment compensation from other fea- 
tures of the Social Security Act. 
2. Extend unemployment compensa- 
tion and taxes to all concerns in the 
covered industries. 3. Limit unem- 
ployment compensation taxes to 
individual wages and salaries of not 
more than $1,600 per year. 4. Pro- 
hibit the use of pooled fund reserve 
plans in state compensation acts. 
5. Require the use of separate em- 
ployer reserve accounts 
arate employer trust funds in the 
state laws. 6. Limit reserve funds 
to a practical amount 

A booklet entitled 


and sep- 


“The Injustice 


Taxes, A Preliminary Report from 
the Photo-Engraving Industry,” has 
been issued by the association. Sup- 
port for the six-point program is 
claimed from the United Typothetae 
of America, Nashville Graphic Arts 
Association, Utah State Press Asso- 
ciation, Chicago Employing Electro- 
typers Association, National Glass 
Distributors Association, National 
Hardwood Lumber Association, 
Plumbing & Heating Wholesalers of 
New England, Inc., Graphic Arts 
Association of St. Paul and the Na- 
tional Association of Ornamental 
Metal Manufacturers 


Hillman Moves 
Hillman Periodicals, Inc., 
at 1476 Broadway, New 


IS now 
York 


e SEE HOW MANY YOU CAN SHOOT ° 


‘ 


Open Season on Sales Obstacle Goblins 


at the A.F.A. Convention, Hotel Sherman, Chicago, Ill. 


A chance to shoot as many as you want will be 
provided for all licensed goblin hunters at the 


JUNE 23 to JUNE 27 


McGraw-Hill Booth — Space 17. . . 


Licenses, experienced guides, rifles and ammu- 
nition will be furnished at our Exhibit Booth 


Do you know these rascals? 


BUTCH... Tough Purchasing Agent 
. .High Cost of Selling 


....Price Competition 


KILLER 


_* * © © © © © © 


WHITEY... . 


SQUINT.... 


.Reciprocity Selling (ey \Vn¥atiAvAvavnviavavnvinlalntavnvavatatavavatalainiatnaaniaiaiaia aiaiaiaiall ep 
2 NEE! WY. 2) ) 
....Indifferent Dealers A pe , 4) 
— ~ ‘ ' = 
DUTCH... .. Obsolete Prospect Lists Pex Phoney ©) \ 2 Dollars we Noe 
... Remote Territories S| — aA = cae : De 
.....Lack of Inquiries SCY <a GY, Jess 
Friendshi iti SN) f as 
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BRING THIS “MONEY” TO 
THE McGRAW-HILL BOOTH 
FOR YOUR HUNTING LICENSE 
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Urges $1 Per 
Charge Account 
for Direct Mail 


Chicago, June 20.—Intelligent use 
of direct mail by department stores 
can produce results out of all pro- 
portion to its cost, Lester B. Broz- 
man, president of the New York 
company of that name, asserted 
before the sales promotion and mer- 
chandising divisions of the National 
Retail Dry Goods Association here 
this morning 

Direct mail, otherwise known as 
customer control, can correct such 
situations as these: Of one store’s 
total accounts, 38 per cent pur- 
chased hosiery. Of the hosiery buy- 
ers, 17 per cent failed to buy ap- 
parel accessories and 62 per cent 
did not buy women’s shoes. 

Of the total accounts of another 
store, 58 per cent purchased apparel 
accessories. Of these buyers, 46 per 
cent did not buy hosiery and 41 per 
cent did not buy dresses. 

Of the total accounts of a third 
store, 28 per cent bought millinery. 
But of these purchasers, 59 per cent 
did not buy shoes and 36 per cent 
did not buy dresses. 

Mr. Brozman recommended that, 
since stores spend $5 or $10 for new 
accounts, an additional $1 be in- 


vested in direct mail to increase the 
volume of their purchases. 
“Customer control has some vices, 
a lot of virtues,” said Mr. Brozman. 
“Best of all, it shows you what a 
terrible job you are doing in get- 
ting a reasonable percentage of 
your customer’s siendatin dollar.” 


Churchill Moule xz. ©. 
Advertising Club 


Clark R. Churchill, vice-president 
of Grimes-Joyce Printing Company, 
Kansas City, has been elected presi- 
dent of the Kansas City Advertising 
Club. Other officers are Charles B. 
Burkhart, Stalcup, Inc., Ist vice- 
president; Ethel Gustafson, United 
Film Ad Service, Inc., 2nd vice- 
president; Ralph Robinson, Co- 
lumbian Steel Tank Company, 
secretary, and C. R. Lawson, Potts- 
Turnbull Advertising Company, 
treasurer. 

Elected to the board of governors 
were Francis J. Gable, Unity School 
of Christianity; Wheeler Godfrey, 
Barrons Advertising Company, Inc., 
and Reese V. Hicks, International 
Baby Chick Association. 


Pipes to Rosette 


The House of Barclay, New York, 
has appointed Rosette Advertising 
Agency, New York, to direct adver- 
tising of its pipes and smokers’ ac- 
cessories. Newspapers are being 
used. 


Sullivan to Head 
Chicago Post 170 


E. C. Sullivan, Hardware Today, 
has been elec ted as commander 
of Chicago Post 170, A iricme 
Legion, succeeding Hal C. Wri 
International Harvester Zieaaouter 
who will 
board. Gordon Smith, 
lic Coal & Coke Company, will 
be first vice-commander; Elmer 
E. Flagler, New 
vice-commander; 
St. Louis Post-Dispatch, third vice- 
commander; Murray E. Crain, Ap- 
VERTISING AGE, adjutant; Otis Bee- 
man, Aubrey, Moore & Wallace, 
assistant adjutant; John T. Balkam, 
Critchell-Miller-Whitney 
bour, treasurer; Francis J. Crowell, 
George A. McDevitt Company, 
assistant treasurer. 

New directors 
Beck, Rodney 
tion; Arthur F. Collins, Crowell- 
Collier Publishing Company; Rob- 
ert R. Harkness, Foreman Company; 
Ernest Kuhn, Tavern Club; Robert 
C. Preble, W. F. Quarrie & Co., and 
Messrs. Beeman and Flagler. 


are Herbert E. 
E. Boone 


Anchor Hocking Merger 
The sales, credit and accounting 
departments of Anchor Cap & Clos- 
ure Corporation have joined the 
corresponding departments of the 
container division at the general 


offices of the Anchor Hocking Glass | 


Corporation at Lancaster, O. 


SHEEP: 


For the WIDE-A 
ADVERTISER (fo 


VAKE 


Count 


You wouldn't point to Nashville as the wool 
market of the country, but of Tennessee’s 


generous contribution of this commodity— 


75% is sheared in the Nashville area. 


Nashville 


contributes 


many such 


diverse 


characteristics to the wealth of its people and 
to the profits of its merchants—airplanes are 
made here, and shoes, and cellophane; over 
22 million gallons of milk are produced annu- 


ally. <A 


noteworthy 


famous dark-fired tobacco. 


cash crop is world 


Your investigation of the Nashville Trade 


Zone will disclose 
and agriculture, 


the total 


sum 


a diversity of manufacture 
of which 


assures you a stabilized market place for 
American-made products consistently news- 


pape 


Nashoille & 


-advertised. 


EVENING 


aer, 


NASHVILLE TENNESSEAN 


MORNING 


For detailed information write NEWSPAPER PRINTING 
ville, or the nearest office of our representatives THE 


SUNDAY 


= 


CORP., Agent, Nash- 
BRANHAM COMPANY. 


Soa 


become chairman of the | 
Re os 


York News, second | 
Ernest M. Roscher, | 


& Bar-| 


Organiza- | 


| keynote address 


~ Less Merchandise, 


: Higher Prices, 


Retail Forecast 
NRDGA Urges Repre- 


sentation on Boards in 
Washington 
(Every aspect of retail merchan- 


aising and advertising was dis- 
cussed at the annual meeting of the 


National Retail Dry Goods Associa- | 


tion. In addition to the material on 
this page, a report of the associa- 
tion’s discussion of media will be 
found on Page 37. Copy and ad- 
vertising discussions, including se- 
lection of merchandise, store-wide 
promotions, displays, etc., are rTre- 
ported on Pages 38 and 40. Activi- 
ties of other groups in the associa- 
tion, meeting in four congresses, are 
reported on Page 30.) 


Chicago, June 18.—TIt is impos- 
sible for United States industry to 
produce armaments and at the same 
time continue to make consumer 
goods available in their normal vol- 
ume, Frank M. Mayfield, president 
of the National Retail Dry Goods 
Association said in sounding the 
at the mid-year 
| convention here yesterday. Hence 
le declining standard of living is in- 
evitable, in Mr. Mayfield’s opinion. 

The NRDGA president, who is 
head of Scruggs-Vandervoort-Bar- 
ney, Inc., St. Louis, shared the in- 
itial program with Emmett F. Con- 
nely, president, Investment Bankers 
Association of America, and Maj. 
Benjamin H. Namm, president, The 


Namm_ Store, Brooklyn, among 
others. 
Mr. Mayfield said the short- 


range view is rosy, and that retail- 
ers generally underestimated the 
speed with which rearmament 
preparations would affect purchas- 
ing power. Something like a boom 


may develop in the near future. 
The long-range outlook is not so 
satisfactory, he believes. 
Higher Prices Seen 
Prices in England and Canada 
have risen sharply and Mr. May- 
field believes that the same trend 


is inevitable here. He said that re- 
tailers must develop highly efficient 
information services if they 
avoid charges of profiteering. He 
also expressed deep pessimism over 
the huge public debt, which he said 
may play a part in future develop- 
ments. 

The social gains of recent years 
must be consolidated, he said, so 
that they can be made to work 
without impairment of the nation’s 
industrial efficiency. 

Mr. Connely, the 


banker, said 


are to} 


defense as a whole. The govern- 
ment should take full cognizance of 
retailing and representatives of re- 
tail distribution should be accorded 
| places upon all councils and boards 
organized for the national defense.” 
| Major Namm said that there will 
|be no syndicated or central copy 
for National Retail Demonstration 
| Week, each retailer being given an 
opportunity to tell the basic story 
in his own way. 


WNEW Promotes 
Its Programs as 


Escape from War 


New York, June 19. — Radio’ 
cuty, unlike that of newspaper: 
and magazines, is to provid 
“escape,” it was asserted in full 
page newspaper copy placed her 
Ly Station WNEW this week. Thx 
insertion, which is also expected t 
appear in other dailies in this are: 
and in business papers, declare 
that WNEW listeners “will not hea 
news endlessly repeated.” 

Pointing out that it is a news 
paper’s duty to present “all th: 
news .. . however terrible its im- 
port,” and a magazine’s duty “to 
analyze and interpret,” copy state 
i\that WNEW’s job is to “provid 
escape ... good entertainment. . 
rest and recreation for your heart 
and your mind.” 
| WNEW does broadcast news as 
|soon as it is known, it is pointed 
out, “but told simply . . . plainly 

. nothing withheld . . . nothing 
added. . . just as it is received from 
the worldwide press association.” 

Agency for the station is the Biow 
Company. Milton Biow, agenc 
president, is one of the owners of 
WNEW. 


John F. Rudolph Joins 
WLW Executive Staff 


John F. Ru- 
dolph, for 33 
years an execu- 
tive in the whole- 
sale drug firm of 
McKesson and 
Robbins and _ its 
predecessors, will 
join WLW, Cin- 
cinnati, July 1, 
as coordinator of 
all merchandis- 
ing and sales 
promotion activi- 
ties of that sta- 
tion. He also will 
be in charge of 
the station’s trade relations. 

WLW plans an expansion of it 
educational work in the retail trade 
field and several major projects ar: 
being prepared, details of which 
will be announced about Sept. | 
Mr. Rudolph will work under the 
direction of Robert E. Dunville, gen- 
eral sales manager. Reporting to 
Mr. Rudolph will be William Old- 
ham, head of the present sales pro- 
motion department, and  Buela! 
Strawway, head of the merchandis 
ing department. 


John F. Rudolph 


that Hitler does not wage war under | 


rules, with 40-hour 
time and one-half for 

He suggested that the advis- 
committee recently named to 
serve under the National Defense 
Council might properly supersede 
the latter. No one on the advisory 
committee is charged with yh 
Vision of finance, he pointed out, 
though the Capital Issues Com- | 
niittee played a vital role in 1918. 

Major Namm said that recent de- 
velopments have 
importance of National Retail Dem- 
onstration Week, to be held Sept. 
16-21 this year. This is not a sales 
campaign, but a good-will effort to 
create a better understanding of the 
place of the retailer in the economic 
scheme. 


union 
and 
time. 
ory 


weeks 
over- 


Must Be Protected 


“There are about one million re- 
tailers in this country today,” said 
Major Namm, “doing an annual 
volume of about 40 billions. The 
function of distributing this vast 
quantity of merchandise is an indis- 
pensable part of our country’s eco- 


nomic and social structure. That 
function must be strengthened 
rather than weakened and _ the 


slogan of retailers during this emer- 
gency must be ‘Carry On!’ 

“Retail distribution must be inte- 
grated into the fabric of national 


Fa bere” 


i 


emphasized the | 


Lester Beall Moves 

Lester Beall, advertising design: 
and consulting art director, hi 
moved to 580 Fifth avenue, Ne 


York. 


“NEWS 


Your best “spot”’ 
buy in Baltimore! 


Announcements or programs. 
Write for details or consu't 
Edward Petry representative. 
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NEW PREMIUM 
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~im Approved Planes 
=by Appreved Pilots 


Costs You Nothing! 


4( FLYING LEACUE STAMPS 
Given FREE 
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Men and Women 16 to 65 


The newest merchandising premium is a 
series of lessons in flying, as indicated 
by this seven-column advertisement in 
Grand Rapids, Mich., papers. All one 
needs for a flying lesson is a book filled 
with 400 stamps supplied by any one of 
23 local merchants. The organization 
behind the move, with a list of promi- 
nent local citizens as directors, is the 
Flying League of America. 


Pittsburgh Ad Club Names 


Pennington President 


Fred W. Pennington of Westing- 
house Air Brake Company has been 
elected president of the Pittsburgh 
Advertising Club. Other officers 
are: Ist vice-president, Einar Rygg, 
Gulf Oil Corporation; 2nd _ vice- 
president, C. R. Moffatt, U. S. Steel 
Corporation; secretary, J. A. Culli- 
son, National Fireproofing Corpora- 


tion; treasurer, Eric G. Johnson, 
Penn Mutual Life Insurance Com- 
pany. 

Elected to the board are: D. J. 
Coullie, Chatfield & Woods Com- 
pany: R. R. Davis, Westinghouse 


Electric & Mfg. Company; David A. 


Wolff, Edward L. Wiegand Com- 
pany; Forrest C. Lydic, Alling & 
Cory Company; Allen K. Shenk, 
W. S. Hill Company, and Herbart 


Briggs Jr., Philadelphia Company. 


Ad Club Gives Ambulance 

Purchase of a military ambulance 
for the use of Canadian forces in 
Europe was voted by the directors 
and the ways and means committee 
of the Greater Buffalo Advertising 
Club as its contribution to the 
American Red Cross’ war - relief 
fund. 


Calbar Paint Appoints 


Calbar Paint and Varnish Com- 
pany has appointed E. A. Clarke 
Company, Philadelphia, to handle 


ts newspaper, Magazine and busi- 
ness publication advertising. 


Appoints E. H. Brown 

The American Products Company, 
Cincinnati, has appointed E. H. 
Brown Advertising Agency, Chi- 
cago, to handle its account. Harry 
Schneiderman is account executive 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Promotes Westinghouse 
World's Fair Irons 


Westinghouse is using newspapers 
during June and July to promote 
its electric iron assembly line at the 
World’s Fair. A portfolio with 
literature, displays, etc., will mer- 
chandise the “World’s Fair” iron 
among the dealers. 

All irons which are assembled at 
the Fair will bear a special label 
which says, “Made at the Westing- 
house Building, New York World’s 
Fair.” 


Wynola Names Ellis 


Wynola Corporation, Toronto, has 
appointed the local office of Ellis 
Advertising Company to handle ad- 
vertising of Sun Crest. Car cards, 
outdoor posters and displays will be 
used. 


Lambastes Copy 


Control by 
Medical Group 


New York, June 19. Charges 
that copy censorship exercised by the 
American Medical Association is 
“dooming newspapers and 
zines to death from lack of adver- 
tising revenue” were included this 
week in a scathing attack on organ- 
ized medicine by Dr. Emanuel M 
Josephson, New York physician 

The indictment of the AMA was 
contained in a book entitled, “Your 
Life Is Their Toy,” which also as- 
serted that the Federal Trade Com- 
mission and the nation’s better busi- 
ness bureaus the 


maga- 


assist 


medical 


advertising 

“The strangle hold of the AMA 
on the drug trade has been intensi- 
fied by its success in imposing a 
censorship of medical advertising 
on a majority of the country’s news- 
papers and magazines,” Dr. Joseph- 
son declared 

“Enormous Cost” 

“The censorship of advertising has 
been attained at an enormous cost 
to the publishers of newspapers and 
magazines. For in the hey-day of 
journalism patent medicine adver- 
tising was one of the principal 
sources of their revenue. Some of 
the advertising was absurd and 
quackish. But much of it was less 
damaging to the health and inter- 
ests of the public than are some of 
the advertisements that regularly 


se Se a es Sa oa 
ey he 
group in imposing restrictions on appear in the journals of the Amer- 


ican Medical Association and under 
its ‘seal of acceptance.’ ” 
Expressing wonderment over 
“why publishers have not awakened 
to realize how they have been in- 
timidated and duped” by the AMA, 
Dr. Josephson also observed that 
“since the AMA has not vet entered 
the radio advertising and broadcast- 
ing business on a serious scale, the 
broadcasting companies are. still 
permitted to put on the air adver- 


tisements which have been barred 
in newspapers, thus hastening the 
destruction of the press.’ 


Risley Joins Hanks 

Bob Risley has resigned as gen- 
eral manager of Natural Color Cor- 
poration to join Robert Hanks & 
Associates, Chicago art service. 


PALMOLIVE BUILDING 
KNOWN THE WORLD OVER 


MADE FAMOUS 


\ero Digest 

American Druggi-t 

The American Weekly 
Apparel Arts 

Arts & Decoration 

Blue Book 

Boston Herald-Traveler 
Bridgeport Post-Telegram 
Camden Courier-Po-t 
Cineinnati Enquirer 
Coronet 

( osmopolitan 

Daston Journal-Herald 
Dental Appointment 
Dental Student~’ Magazine 
E-quire 


Fiude 


ROSS, BROWNE & FLEMING 


1NVD MANAGING 


MOLIVE BUILDING 


Chicago 


Wm. L. 


(srant 


National 


Puck-Comic 


Its Distinguished Group of 


Advertising Tenants! ... . 


Advertising Agencics 


Batten, Barton. Durstine & Osborn. Ine. 
Buchanan & Company. Ine. 


Diener, Ine. 


Export Advertising Ageney 
(Coodkind, Joice & Morgan 
Advertising. Ine. 


Lord & Thomas 


Publishers’ Representatives 


American Weekls 
Paul Block and 
Hearst Magazines. Ine. 

W. C. Juniae 

MacLean Publishing Company 
McCall Corporation 

George A. MeDevitt Company 


Associates 


Geographic Magazine 


Weekly 


Publications 


Good Housekeeping 

Harpers Bazaar 

Homeeraft’ Magazine 

House Beautiful 

Lancaster Newspaners 

Los Angeles Herald & Express 
MacLean’- 

Manchester Union-Leader 
MeCalls 

MeCall Fashion Book 
Milwaukee Sentinel 

The Modern Hospital 

Modern Hospital Year Book 
Motor 

National Geovgraphie Magazine 
The National Horseman 

The Nation's Schools 


RENTING 


919 North Michigan Avenue, 


Newark Star-Eagle 

New Orleans ltem- Tribune 

New York Post 

Oakland Post-Enquirer 

Philadelphia Evening Public 
Ledger 

Philadelphia Reeord 

Pictorial Review 

Pitt-burgh Post-Gazette 

Plumbing & Heating Journal 

Popular Homeeraft 

Portland Oregonian 

Puck-Comic Weekly 

Red Book 

San Antonio Light 

San Francisco Call-Bulletin 

Seranton Times 


ICGENTS 


WHltehall 7373 


BY 


Maxon, Ine, 

Joseph Hershey MeGillvra 
Frank ©. Nahser. Ine. 
Phelps-Engel-Phelps. Ine. 
Russel M. Seeds Company 
Sherman & Marquette 


Sorensen & Company 


Publishers 


Esquire-Coronet. Ine. 

General Publishing Company. Ine. 
Harvey & Howe. Ine. 

The A. N. Marquis Company 

The Modern Hospital Pub. Co, 

B. M. Person 


The Spur 

st. Louis Star-Times 

Syracuse Herald-Journal 

Toledo Blade 

1 olede Times 

Town & Country 

Townsfolk 

Travel 

Washington Times-Herald 
What's New in Home Economic. 
Who's Who in 
Whos Who in Chicago 
Who's Who in New England 
Wichita Eagle 


Worcester Telegr am-Grazette 


America 
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June 24, 1940 


Earnings o 
Advertisers 


Celotex Corporation 

Net income for the three 
ended April 30 was $77,468, 
pared with $22,536 for the same 
period a year earlier. For six | 
months ended April 30 the com- 
pany had a net loss of $117,396, 
compared with a net ‘ncome of 
$10,399 for the same period a year 
earlier. 


com- | 


Distillers Corp.-Seagrams 


Net income 
April 30 


for the quarter ended 
was $1,012,983, compared 


with $950,385 for the period a year 


nine 
30 was $6,942, 
$5,199,151 for 


earlier. The net income for 
months ended April 
991, compared with 
a year earlier 


Davega Stores Corp. 

Net income for 
March 31 was $99,664, 
with $28,899 for the preceding year 


Western Union 


months | 


W. F. Hall Printing Co. 

Consolidated earnings for the 
year ending March 31 were $1,219,- 
058, compared with $898,853 for the 
previous year. 


‘Zenith Radio 


Consolidated net income for the 
year ending April 30 was $738,083. 
| Gruen Watch 

Consolidated net profit for the 
year ending March 31 was $745,268, | 
compared with $540,669 for the 
preceding year. 

Royal Typewriter Co. 

Consolidated domestic net profit | 
for the nine months ending April | 
30 was $1,741,398, compared with 
$1,456,190 for the preceding year. 


John B. Stetson Co. 


Net profit for six months ending 


| 
| 
| 


53 weeks ending 
compared 
‘| with 


April 29 was $49,575, compared | 
| with a net profit of $37,090 for the | 
| six months ended May 1, 1939. 


|period a 


Florsheim Shoe Company 

Net profit for six months ending 
April 30 was $510,670, compared | 
$503,556 for the correspond- 
ing period a year ago. 


Net income for the four months | Addressograph-Multigraph 


ended April 30 was $455,478, com- Net income for the year ending 
pared with a net loss of $793,632 | March 31 was $956,062, compared 


for the same period a year ago. 


| with $761,107 for the previous year. 


Warner Bros. Pictures 

Net earnings for 13 weeks ending 
Feb. 24 were $876,368, compared 
with $1,562,085 for the correspond- 
ing period a year ago. For a 26- 
week period ending Feb. 24 the net 
income was $1,518,497, compared 
with $1,665,889 for the correspond- 
ing period a year ago. 


Studebaker Corporation 
Consolidated net profit for the | 
quarter ending March 31 was $511,- 
503, compared with $56,914 for the 
same period in 1939. 


General Motors 

Net income for the three | 
ending March 31 was $67,051,693, 
compared with $53,206,716 for the | 
corresponding period a year ago. 


Wheeling Steel 

Net profit for the quarter ending | 
March 31 was $644,652, compared | 
with $728,661 for the corresponding 
year ago. 


months 


‘Miami Drive Produces 


Miami’s summer advertising cam- 
paign is reflected in a 64.99 per cent | 
increase in the number of passen- | 
gers brought to the city in May by} 
the Florida East Coast Railway, 
compared with May a year ago. 
Other railroads and bus lines report 
similar increases. 


the research activities of 


52 VANDERBILT AVE. «+ 


CHICAGO ° 


Through its Consumer Service Bureau, Parents’ 
Magazineincr eases the confidence of its 550,000 
mother-readers in the products advertised 

its pages. In a monthly editorial feature “Through 
the Month With Parents’ Consumer Bureau,”’ Mrs. 
Anderson reports to the magazine's readers on 


advertisers and non-advertisers, and on the 
methods of quality control and product improve- 
ment employed in their plants. These monthly = 
reports describe, as well, the testing of certain “" 
products preliminary to their acceptance for 
advertising in Parents’ Magazine. 

These monthly reports to consumers, together 
with the magazine's conscientious endeavor to 
apply high standards in passing upon the 
products to be advertised in it, account for the 
widespread confidence of consumers in the 
magazine's Commendation Seal. 


PARENTS’ MAGAZINE 


NEW YORK, N. Y. 


360 N. MICHIGAN AVE. + CHICAGO, ILLINOIS 


NEW YORK ° 


Mention 
as Dire 
Magaz tr 


arents" Magazine gratefully ac- 


knowled ges the recognition gra nted 


Mrs. Barbara Daly Anderson 
by the Josephine Snapp Award 


YY . ‘ : * 
Com mittee in giving Honorable 
~ ~ 


Bureau—in the held of consumer 
education and consumer-adver- 


tiser relations. 


to her successful efforts — 
ctor of the Parents’ 


y . 
lé Consumer Service 


manufacturers, both 


8, BARA 
Dieeetoe 


PARENTS 
(|, MAGAZINE 
NY CONSUMER 4 


N ew, 
Se 7 


Through the Month With 


Parents’ C onsumer Bureau 


Hy pasenrs 
arime 
ute 


ARA DALY QNDE RSaN 
The Parents’ Wagasine 
teive era 


ATLANTA 


. SAN FRANCISCO 


| First copy of the Illinois Development 


SEEKS INDUSTRIES 


LOCATE AIRCRAFT 
PLANTS INLAND— 


/- From Our Vulnerable Coasts 


SAYS THE WAR DEPARTMENT 


“THE LOGICAL LOCATION I8 


/ STRATEGIC LOCAT 
S / PRODUCTION 

AMPLE LABOR SUPPLY q 
IN ILLIN vf 


/€,000 display 
pennants, 6,000 kodachrome posters, 
8 000,000 dodgers and handbills and 


Council directed at industry is this timely 

aircraft insertion now appearing in Avia- 

tion, American Machinist, Business Week 

and Factory Management and Mainte- 

nance. E. H. Brown Advertising Agency 
is in charge. 


Increased Demand 


Boosts Prices on 
White Paper $3-$10 


New York, June 19.—Removal of 
the Scandinavian countries from the 
world paper and pulp market and 
higher prices for bleached sulphite 
pulp have increased demand in this 
country to the point where some 
white paper makers have advanced 
contract prices on magazine paper 
from $3 to $5 a ton with some 
grades of 100 per cent sulphite 
tablet paper advancing as high as 
$10 a ton. 

Because contract prices are estab- 
lished quarterly and must be an- 
nounced not later than the 15th of 
the month preceding the start of a 
quarter the contract prices at the 
present time have moved ahead of 
the spot prices. It is estimated that 
about 60 per cent of the white paper 
production in this country is sold 
on the spot market where prices are 
subject to change without notice. 

Most paper companies make part 
of their bleached sulphite pulp 
requirements so that the advance of 
$11 a ton on this product for the 
third quarter has not yet been 
reflected in paper prices. There has 
been a 188 per cent increase in pulp 
and paper exports from the United 


States in the first four months of 
this year compared with the first 
four months of 1939. 


U. S. Turns Guns on Drug, 


Surgical Industries 


The U. S. Department of Justice 
has secured 125 subpoenas from the 
District Court for the District of 
Columbia directing that the prin- 
cipal concerns engaged in the drug, 
surgical equipment and allied in- 


dustries produce documentary ma- 
terial before a grand jury of the 
District July 9. This is an initial 


step in a comprehensive 
tion of the manufacture, 
tion and sale of drugs, medicinal 
preparations, surgical equipment 
and supplies of all kinds with a 
view of determining whether or not 
there has been violation of the anti- 
trust laws. 

Particular attention is being paid 
the establishment and maintenance 
of price and terms and conditions 
of sale. 


investiga- 
distribu- 


Enlarge “Supplier” 


The name of the Syndicate 
Supplier, business magazine edited 
for makers of “5 & 10” merchan- 
dise, is being changed to the “5 & 
10° Manufacturers Edition of Syn- 
dicate Store Merchandiser with the 
July issue, expanding the magazine 
to more than 100 pages in the pre- 
vious pocket-size format. The re- 
tail store edition of Syndicate Store 
Merchandiser will continue to be 
published in its present form 


Store 


Maico Names Rosette 


Maico Company, New York, has 
named Rosette Advertising Agency, 
New York, to direct advertising of 
its hearing aids. Newspapers and 
direct mail will be used 


Red & White Stores 
Plan Fall Drive on 


Glass-Packed Foods 


Chicago, June 18. — Glass-packed 
foods, beverages and sundries will] 
be heavily promoted in Red & White 
Food Stores during October and 
November. Details of the program 
were revealed here today at a 
meeting of Red & White wholesal- 
ers. Sponsors of the campaign are 
the Modern Marketing Service, Inc., 
Red & White Corporation and the 
Glass Container Association of 
America. 

The theme of the campaign, “See 
the Quality-Buy in Quantity,” will 
appear prominently on the 5,500- 
stands, 48,000 store 


newspaper advertising which are 
contemplated to lend impetus to the 
drive. Each retailer will get a dis- 
play stand called “The Glass Mark- 
eter” to be stocked with glass- 
packed merchandise in a series of 
weekly sales to run over an eight- 
week period. The stand comprises 
a corrugated cardboard sleeve 
which fits around eight orange 
crates, allowing for stacked contain- 
ers on the sides and jumble 
arrangements on top. 

The sales program will be divided 
into eight weekly events, beginning 
Oct. 4 and ending Nov. 28. Primary 
items to be emphasized, one to each 
week, are, in order, catsup, salad 
dressing, olives, pickles, preserves, 
peanut butter, mayonnaise, French 
dressing, jams and jellies. 


Will Give Prizes 


As a further stimulant to the 
campaign $2,500 in prizes will be 
awarded, $500 to consumers, $500 to 
Red & White field men and $1,500 
to retailers. The consumer prizes 
will be awarded in merchandise to 


those who solve eight rebuses in 
campaign advertising, who submit 
eight different labels from  glass- 


packed foods and who write a para- 
graph of not more than 25 words 
completing the sentence “I like the 
Red & White Glass Marketer be- 
cause - ‘ee 

Prizes will be awarded to Red & 
White fieldmen on the basis of 
number of displays evident in each 
feldman’'s territory together with 
the originality and excellence of 
these displays. The $1,500 in prizes 
for retailers will be based on the 


most unique displays of glass- 
packed foods and the highest pro- 
portion of glass-packed food sales 


in proportion to total volume of 


sales. 


Appoints Kudner Agency 


Arthur Kudner, New York, has 
been appointed advertising counsel 


of the National Coal Association, 
Washington, D. C. A plan of co- 
operative industry promotion and 


advertising will be presented by the 
agency in the early fall. 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 


ee <3 + ee Ae = ‘ek a es Pao i ey LE acelin an 2 1 Oe SHR Sager: woe ek ; ms 
* oA er Fs “ i : “ COs oe 7B a, s > i. ? wpe won LE Fy Pi 2 | Oe Pps -~ _ 
| : s | e ibaa Gitar weit ae Spat oe ee i ay ae ‘ ie << 2 
— 
= 
a = a P| 
ES re . tt A SS re a 
; Si ‘ a - 
i, | ee | 
.. | 
- oe Re RE NI RS RN NRE = yf i 
iS | | 
Ta) be att: meee nore — : . 
> i SAM | 
‘ys PC 
a { 
= ~Y * ; 
"req L*& e ; 
4 bits ; 
é a GOOD REASONS re: Locating : 
Pe. Averett and Parts Plants in Illinois i 
“ae | Rcvedieesediestehiiiiceretinalll Suvmphihiiprsanesiiaastned 
ie Special Confidential Regert rm ee 
Wy Nyce og casas ventas vest 
at Sagas sc isaes | Samm mee Smo Sas 
a Sowascsaias | iat. <———se 
_ ae Sees | See Fee en 
ae a EE epee 
> SSesSs | SSE RSS eee 
; ee SSieeraes | eeese= SSS = 
- Pe Ee StaSaes en, -_— 
Rec Fo | me at ae Siimess SE¥EL SPENT COUECK - Sgragfetd mms 
a —_ po 
3 
iia 
4 
% 
ro Sa iaainaenansaiataaesiniiiaie iii ere eaten eee esac enncmantaniacciinimiameaiiediat | 
a | 
ail | 
ee 
5 : ee oa 
’ a Fi 
P if - a : a é 
e , tenn tn . a t 
": eo % : 
iy a $ : , — * 
ied aa a eee 4 z 
tet <a = 
2 e's ' 4 af 
o> se 
il i A } Po a 
r ; r ag : ig 
a a 
ae “ 7 5 
“a sj “a ; g at oe <9 
a “ eT 8 ait 
» al re vw, ‘I % Fe i “| i 
eS ~ 4 = ia ‘4 
ae = ; ; oe 
aa ey 4 a. os ep 
Y : é ; ‘ 
. i “* ee — | 
i. ia ie, eae i 
— ye Sore ie, = 
eae ps Mi” ee Y. a tte oe ee pee mh 
e i i a. _ fe Cee a ee ahd wie 
se e a : a a ES ee are, 
er. ee: ‘ a - Ate eer aan 
ie ERs Ve aa valaca? air to a 
a. a mo °3 ¥ . g rae zi Pe ey We 43 
=o — eh ee, Fg 
. Po 
. ; Po 
ae : 
oe : = : 
age ot Mrs. Anderson ob 
- 23; ) ame ee 
is — Bye ——— nt comple “4 of cheese ; / 
. = = ‘ the ralt Cheese 
‘ =." . e y bd ‘ ompon + Chicane siege = 
4 =: — Dy mh vleet 
; = ee GR “hk ee 
= — i * +. 
, : Po 
. —s ij -— Rd . v 
‘ a se 
¢ i __. —_—_— —qc——  —qoewreo—is 
' pied te th - Ne . . _ 
~ | nt Natct Po 
a ; . MM : 
. a ' 
BOR . e 
“a / J > 4 ~ * 
7 oe 
me " 
eae 
- Y, S . 
= A ty STUDHO and ~~ € 
e ee iy 
4 
ms 7 et nue te ero _ sure unity pe ee 
fe. Cs ee PC Po po 
Sy 
: ae € 
b : F 
Bir Asse 7 ; ; i J "1 . oe * 
ox « A | a oS CMs By a : wy Gk aot ay een 23 ie oi * : S| ” te be ce ‘ . wy Y eae” Baie se: . * ‘ 
: “id He at cae eer | PSH OAS de Leer a y ae eS fies K, ber iaeas Ser e S * a Pc! Fe es Fy * é .* ae P ' Pe eS 5 tia we oe 
ce Se nu 7 ies % ; fn * 4 Peer e sic! oy sire Ai > 5, ‘ea vy ea ae Par 32 3 aie, we a , we 3 ae * ee ) Syd ee Jar ip ee - se , a ' 


June 24, 1940 ADVERTISING AGE 35 


MAINTAINS STANDARD has not yet been determined. The poration has replaced “Happy Jim ater.” The program is aired Sun- 
program will be aired Saturday Parsons,” aired over an NBC Blue day from 6 to 6:30 p.m. over 27 
from 8:30 to 9 p.m. Compton Ad- network of 28 stations Sunday from CBS stations. Young & Rubicam 


Organize Cheese Group 


The Cheese Producers Marketing 


- P . Association has been organized at 
vertising has the account. 11:30 to 11:45 a. m., with a new is the agency. He te Wi A ‘ poe Dew sen at the 
: . I > S., aS a § ¢ i ~ 

. p ™ rogram, “Ambitions in Rhythm.” ’ 3 “ba elles Be allie 
: Columnists for Williams } ree Sar pant _ Question Bee Shifts Wisconsin Swiss and Limburger 
; Besinnine July 8. J. B. Williams|- = tional Classified Advertising Cheese Producers’ Association. The 
: Cc 6 & ‘ll . 1 aaa r “| Agency handles the program. Beginning July 10, Lever Bros. organization is the first marketing 
Sake 4 ; _ sa f ae = Birds Come Back Company will shift “Uncle Jim’s agency formed by cheese producers 

5 alca , . - se ys ° y s . ” y j 
| Light Fingers alse with a program featuring . , " . Question Bee” from Tuesday at 8 in southern Wisconsin in recent 
1 Drew Pearson and Robert Alle n, American Bird Products, Inc., to 8:30 p. m. to the same time Years. Officers of the new associa- 
Washington columnists, for nine will return “American Radio Warb- 


Wednesday. The program is aired ton are Robert J. Douglas, Juda, 
on 67 CBS stations and 31 stations President; Fred Wenger, Darlington, 
ff the Canadiar Br adcast ae C . | vice-president, and J. F. Shager, 
( 1e Canadian oadcasting Cor- | Browntown, secretary-treasurer. 


: weeks of the summer season. The lers,” now off the air, to a network 
news commentators will be heard! of 11 MBS stations Oct. 13. The 
Monday from 8:30 to 9 p. m. over! program will be heard Sunday from . 
= ’ ; . : oration. Ruthrauff & Ryan is the 
35 stations of the NBC Blue net- 1 to 1:30 p. m. Weston-Barnett is an ‘ 


. 2008 agency. } 
work for Glider and Williams shav- the agency ‘ Schepp to WIRE 
ing cream. J. Walter Thompson " . — | Rex Sche for the past ten vears 
aS “Fun in Print” Renewed “ “ ex ochepp, tor 1e past ten years 
Company is the agency. Int ti 1 Sil, Cc ; Issues Admanual an executive at WBBM, Chicago, 
nternational Silver Company has ionage ‘*/ : al.” ; al | ; ‘ i: -oadcasting 
School Shifts Program A 60-page Admanual, innual| and with Columbia Broadcasting 


renewed “Fun in Print,” summer 


agi publication of the Rochester, N. Y.,| System, has been named_ business 
Air Conditioning Training Cor- replacement for the “Silver The- 


Ad Club, has just been issued. }manager of WIRE, Indianapolis. 
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STANDARD ACCIDENT INSURANCE COMPANY 


Standard Service Satiatios Siace 1884 


Standard Accident Insurance Company 
| advertisement scheduled for July issues 
of Business Week, Nation's Business, 
Time, Banking, and Credit & Financial 
Management, in which the unusual illus- 
} trative technique which has marked the 
1 company's campaign is continued with a 
timely theme. 


‘Uncle Ezra’ Takes 
|| Place of Crosby 


0) 

Ss - bd 

0 On Alf for Lamels 

n 

it New York, June 18. — R. J. 
= Reynolds Tobacco Company has re- 
\- placed Bob Crosby and the “Camel 
ls Caravan” with a new _ program, 
le “Uncle Ezra.” “Uncle Ezra” will be 
»- heard beginning July 13 at the same 


time, Saturday from 10 to 10:30 
p. m., over 69 stations of the Red 
network of the National Broadcast- 
ing Company. William Esty & Co. 
is the agency. 


eee ete 


: Bayuk Renews 
he Bayuk Cigars, Inc., has renewed 
—_ “The Inside of Sports,” effective 
nal y =6July 2. The 15-minute program is 
= heard over 29 stations of the Mutual 
of Broadeasting System. Ivey & El- 
lington directs the account. 
Wheeling Steel Back 
, Wheeling Steel Corporation has 
as renewed “Musical Steelmakers,” | 
a effective Oct. 6 and following a 13- | 


mn. week layoff. The show is broadcast | 


- Sunday from 5 to 5:30 p. m. on 46 | J 
nd MBS stations. Critchfield & Co. is 
ne the agency, CLS Ou Y Al O/12@, ad | Y é 


New Net for P & G 


— Procter & Gamble Company will 

— hift “Truth and Consequences“ : : 
a oe Columbia ‘Geadieniine Sold! Something has been sold—a new motor car, a new home, a vacation tour— 
»yste to % NBC Red -twork : : ; ' 
ax ot, See aeee of dealin most anything. And the job has been done by word and picture—printed repro- 


ductions so real, so alluring that beauty, value, rightness have become living 
qualities, and desire for them has become an active force. ... No more convincing 


proof of the value of true craftsmanship in photo-engraving can be found than 
' : the advertising illustrations in our national publications—unless, of course, you see 
: the sales reports of national advertisers. . . . If you happen to be one of those 
. WRITE for who too often are perplexed as to why some engravings cost money while others 


FREE Copy of make money, call Rogers. . . . They'll tell you of hundreds of advertisers in the 
MID-STATES 


LABEL DESIGN "S.E.P.” Life, “Good House—”, Esquire and many others, who settled this 


SEE-LEC-TOR question to their complete satisfaction years ago. They are Rogers customers. 
No obligation. 


MID-STATES ROGERS ENGRAVING COMPANY 


GUMMED PAPER CO. Adolph F. Buechele, President e Master-Craftsmen of Photo-Engraving 
oti einen nan 2001 CALUMET AVENUE «¢ Phone: CALumet 4137 © CHICAGO, ILLINOIS 
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Bank Uses New 
Check to Promote 
City of Buffalo 


Buffalo, June 19.—The industries 
end attractions of the city of Buf- 
falo are being promoted by the 
Manufacturers and Traders Trust 
Company by means of checks of 
special design which depict the Buf- 
fulo skyline, the Peace bridge, Ni- 
agara Falls, steel mills, airplane 
manufacturing and power and ship- 
ping facilities. Across the bottom 
of the check is the slogan “Buffalo, 
the City of Good Neighbors.” 

The check embodies such safety 
features as a special paper stock 
not obtainable in the open market, 
sensitive inks, a_ self - canceling 
“Void,” and insurance against loss 
by alteration both for the bank and 
the drawers of the check. 

“The fact is frequently over- 
looked,” said E. W. Miller, vice- 
president of the bank, “that the 
recipients of checks cannot fail to 
receive some impression of the 
sender from the appearance of the 
check itself. Consequently, attrac- 
tive, well-designed checks become 
builders of good-will and prestige 
for the corporations and individuals 
who use them in their daily affairs.” 


IT'S JUST A POSE 


4 : . 
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At the annual picnic of KMOX, St. Louis, 

Merle S. Jones, general manager, took 

time out to look romantic on this slick 
motorcycle. 


To Wesley Associates 


Heirloom Needlework Guild, Inc., 
New York, has appointed Wesley 
Associates, New York, to handle its 
account. Magazines will be used. 


C. W. MacKay Elected 

Clement W. MacKay, research di- 
rector of Kenyon & Eckhardt, New 
York, has been elected a vice-presi- 
d-nt of the agency. 


NUMBER THIRTEEN... of 


To those advertisers who realize “plain printin” is 
as antiquated as Aunt Fanny’s outdoor plumbing 
—and that today’s printer MUST have the talent to 
originate as well as the skill to produce—we present 
ourselves—the American Colortype Company. 
e Ours is a full organization incorporating every 
“tool” needed to design and produce quality selling 
helps—from ideas to inks, dummies to delivery. 
More than that, within the organization we have 
that happy balance of personnel that can lick the 
daylights out of that “special problem.” It's been 
our job for 45 years. And, we'd like to make YOUR 
woblem ours... just as we have for a score of 
1appy top American enterprises from East to West. 


OUR SERVICCS INCLUDE 


ART WORK 

BLOTTERS 

BOOKLETS 

BOX WRAPS 

BROADSIDES 

CALENDARS 

CATALOGS 

CHRISTMAS CARDS, TAGS 
& SEALS 

CIGAR BANDS & LABELS 

COLOR PHOTOGRAPHY 

COPY (Direct Mail & Editorial) 

DIRECT MAIL CAMPAIGNS 

DISPLAYS 

ELECTROTYPES 

ENGRAVINGS 


TALENT TO ORIGINATE 
| 


AMERICAN COLORTYPE 


thogra 


a series - COMPLETENESS 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


i\ 
SKILL TO PRODUCE 


COMPANY 


Getting Personal 


Gordon Cole, a.m., Cannon Mills, has a son of whom he has 
reason to be proud. At recent commencement exercises of Montclair 
High, Gordon Jr. was presented the Award of Honor for combined 
scholastic and athletic achievement. A football star, he’s bound for 
Amherst. . . 

Gilbert Morris, account executive of Rickard & Co., has just 
returned with his bride from a Caribbean honeymoon. She’s the 
former Olive Bushnell. Cracked his boss, Jim White, agency presi- 
dent, “the Olive branch forever more.” . . 

George Washington Hill Sr. and G. W. Hill Jr., of Lucky Strike 
fame, are on their annual vacation trip to Maine. Fishing is the 
attraction. .. Lee H. Bristol, v.p., Bristol-Myers Co., himself a reserve 
officer in the U. S. Army, spoke before the Advertising Men’s Post, 
American Legion. . . 

Dick Uhl, associate radio producer at Ruthrauff & Ryan, is a 
songwriter in his spare moments. His most recent composition, “In 


PROUD PAPA FINDS HIS OFFICE DECORATED 


ge > eaall 
‘ v 


This is what happened to the office of Joe D'Aleo, art director of Melville Shoe 
Company, when the company's advertising staff discovered that Joe was the papa 
of an eight-pound girl. 


the Blue,” had its premiere on Campbell Soup’s Lanny Ross show 
for Franco-American spaghetti. Dell Sharbutt, announcer on the 
show, wrote the lyrics. . . 

Pliny A. Porter, a.m., American Journal of Surgery, received a 
gold life membership card at the Association of Advertising Men’s 
25th anniversary dinner. A past prexy of AAM, Porter beca:ine the 
fourth adman so honored. . . 

H. H. Group, the national ad reps of the Long Island Daily Press, 
Long Island Daily Star-Journal and Staten Island Advance, held a 
“golfkrieg” for 30-odd Manhattan space buyers. E. Harper Cum- 
mings, William Esty & Co., proved himself the champ with a 90. In 
the locker room later, the tale was retold how Cummings won a $50 
bet by touring the tough Pine Valley course in under 100 on his first 
try. Pete Seixas, White-Lowell Co., distinguished himself by sinking 
the only birdie, a deuce on the short 12th at Fresh Meadow. . . 

Leonard M. Masius, Lord & Tho nas v.p. in charge of European 
operations, is back in New York after 11 years abroad. He is un- 
certain whether he will return to his post in wartime London. He 
has been the sole American on the staff of about 50 in the British 
capital. .. 

Graham Patterson, publisher of Farm Journal and Farmer's Wife, 
was given a surprise celebration on his fifth anniversary as publisher 
at the Merion Cricket Club, Philadelphia, June 17. In addition to 
® golf party participated in by the members of the advertising staff, 
there was a dinner at which Graham was presented with a handsome 
Wrist watch witn the best wishes of the staff. . . 

Notes from F & S & R, Cleveland: <A. T. Goulding, v p., walked 
to the altar June 14 with Vera Riley, Cleveland, the ceremony being 
performed in the Old Stone Church of Cleveland. . . Clyde Horton, 
V.p., got a comb and scissors on his 65th birthday recently when a 
collection in the agency fell short of its goal of buying C. H. a 
haircut... 

Franklin and Marshall College conferred honorary degrees of 
doctor of laws on H. W. Prentis Jr.. pres. of the National Assn. of 
Manufacturers and head of Armstrong Cork Company, and on Robert 
McLean, pres., Associated Press and publisher of the Philadelphia 
Evening Bulletin. M1 
ment exercises 


Prentis was chief speaker at the commence- 


A seven-pound son made his appearance at the home of Roy 
Berberick, of E. H. Brown Advertising Company, Chicago, June 7 
The new arrival’s grandfather is Sol Berberick, of the Chicago office 
of Capper Publications. It's a girl at the home of Mr. and Mrs. 
George Provol, Salt Lake City. He’s production manager at KDYL.. . 

Ralph McA. Ingersoll, editor and publisher of New York's new 
newspaper, PM, topped off the excitement of the first day of pub- 
lication June 18 by appearing on the “Information Please” 
program that evening 


radio 
Joseph McCurdy, publicity director, New 
England Council, is spending his leisure as a member of the tourna- 
ment committee for the fifth annual New England bass fishing tour- 
nament at Canton, Maine. . . 

John Lanigan of Good Housekeeping has revealed his engagement 
to Frances Olmsted, formerly with the Frances Hooper Advertising 
Agency. The wedding has been set for next fall. . . Elizabeth Heine- 
man, on the sales staff of KNX, Hollywood, has announced her en- 
gagement to Bradford Swope, Washington, D. C., attorney Wells 
H. Barnett Jr., of the sales department of WLS. Chicago, and Judith 
Ann Hunting were married in Chicago June 8. Mr. Barnett is the 
son of Wells Barnett, pres.. Weston-Barnett advertising agency, 
Waterloo, la 

Henry P. Clark, Buenos Aires manager of McCann-Erickson. Inc. 
is paying a visit to headquarters in the United States. He is enthusi- 
astic over the increased trade between the two continents Stuart 
G. Phillips, adv. mgr., Dole Valve Company, Chicago, has been pre- 
sented with a son by his attractive wife. This makes the score two 
to one for the Phillips boys. The newcomer has been christened Gros- 
venor Douglas 


President's Letter 
to Willys Owners 
Is Promotion Boon 


Toledo, June 19.— The personal 
touch, one of the glorified attributes 
of successful salesmanship, is being 
achieved with owners of Willys cars 
by the president of the Willys- 
Overland Company, Joseph W 
Frazer, by means of a personal let- 
ter which is turning something of ; 
problem into a definite benefit. 

When Willys-Overland announced 
early in March a 100,000-mile o 
three-year guarantee, the questio: 
came up of what to do for thos 
who had purchased their cars be- 
fore the guarantee was announced 
The personal letter from Mr. Fraze; 
then was decided upon, offering th: 
guarantee to previous purchasers of 
the 1940 Willys. At the same tim: 
the letter asked for data relative t 
| the operation of the car. 

This manifestation of interest by 
the president of the company him 
self brought a response from mor: 
than 50 per cent of the persons con- 
tacted, with more replies coming ji: 
daily. The information received ha 
been found particularly useful and 
some of the data will be used in the 
new advertising and promotiona! 
campaign. 


Sook, Smith Advanced 
by W. R. C. Smith 


John C. Cook, who has been wit 
the W. R. C. Smith Publishing 
Company, Atlanta, since 1925, hi: 
been appointed business manager « 
Cotton, a Smith publication, su 
ceeding Richard P. Smith, who ha 
been made promotion manager ot 
all Smith publications. 

Mr. Smith has been with the o1 
ganization since 1934. 


Pitt Adwomen Elect 

Mrs. Evelyn Gardiner has been 
elected president of the Women's 
Advertising Club of Pittsburg! 
Other officers are: vice-presiden' 
Sylvia Fierst; recording secretary, 
Dorothy Dailey; corresponding sec- 
retary, Mrs. Mildred Levy; trea 
urer, Phyllis Jordan; directors, Dora 
Weiss, Mrs. Mary Eichelbergse 
Mrs. Martha Morris, Olga Mille: 
Helen Ryman and Delia Vaughn. 


Three Sears Changes 


F. R. Michaels has been appointed 
mail order merchandise manage! 
of Sears, Roebuck & Co., Chicago, 
succeeding J. A. Romer, who hi 
been named general merchandis 
manager of the Sears Pacific Co: 
buying office at Los Angeles. C. J 
Westrich, department manage! 
succeeds Mr. Michaels as merchan- 
dise supervisor. 


Elect Knowlson President 


James S. Knowlson, president and 
board chairman of Stewart-Warn 
Corporation, has been elected pres 
dent of the Radio Manufacture 
Association. 


Gargoyle to Mulberger 

O. R. Pieper Company, M 
waukee wholesale grocer, has a} 
pointed H. C. Mulberger, Inc., M 
waukee, to handle the advertis! 
of Gargoyle products. 
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NRDGA Meeting 
ls Enlivened 
by Radio Debate 


Chicago, June 19.—Media were 
given their say today by the sales 
promotion and merchandising divi- 
sions of the National Retail Dry 
Goods Association, magazines, radio 
and direct mail being given repre- 


sentation on the program. Frank 
J. Kaus, The American Weekly, 
started the parade, and was fol- 


lowed by “a heart-to-heart talk be- 
tween broadcasters and retailers’ 
which lived up to this description. 

Life took over proceedings with 
a luncheon which attracted 500 
members and which was featured 


by the appearance of C. Westbrook | 


Van Voorhis, the famed voice of 
the “‘March of Time.” Miss Maria 
Sermolino, editor of Life’s “Modern 


Living” department, explained the | 
difficulties attending the merchan- | 


dising of any feature to department 
stores, since no story is assured of 
its place until the magazine 
actually gone to press. A round 
table on direct mail concluded the 
pageant of media. 

In view of the sparing use of 
radio by department stores, in con- 
trast with tactics of national adver- 
tisers, special interest centered on 
the debate. Advertisers were repre- 
sented by J. M. Ellis, G. C. Murphy 
Company, McKeesport, Pa.; Clar- 
ence Ziesel, Ziesel Brothers Com- 
pany, Elkhart, Ind., and Maurice 
M. Chait, P. A. Bergner & Co., 
Peoria, Ill. The broadcasters par- 
ticipating were Charles Caley, of 
Station WMBD, Peoria, Ill.;: Ford 
Billings, WOWO, Fort Wayne, Ind., 
and E. Y. Flanigan, WSPD, Toledo. 
Samuel J. Henry, National Associa- 
tion of Broadcasters, acted as chair- 
man. 


has 


Somebody Is Wrong 


Mr. Chait opened the debate with 
the premise that either national ad- 
vertisers or retailers are wrong, 
since they have treated the question 
of radio in diametrically opposed 
ways. Mr. Ziesel expressed the be- 
lief that radio can build good will, 
extend charge accounts and help 
put new departments on a profitable 
Mr. Chait added that few 
retailers have spent enough money 
on radio to utilize its full potentiali- 
ties. 

Mr. Flanigan said that radio adds 
the ear appeal, or a back door to 
the brain, to the visual display 
which department stores use so ef- 
fectively. Mr. Caley said that flexi- 
bility, allowing last minute adapta- 
tions to conditions, is perhaps the 
most valuable feature of radio. 

Mr. Ellis, who posed as the skep- 
tic on the department store jury, 
answered a question by saying that 
the best radio time depends on the 
purpose of the program, but at best, 
use of radio is “merely a stab in the 
dark.” 

Mr. Caley said that radio has de- 
veloped different appeals for dif- 
ferent times of the day, and that it 

a case of selecting the hour that 
est fits the program. Mr. Billings 

sted the musical clock, the shop- 

ng guide, the amateur or musical 
iow and news as four types of pro- 
ams which have been effectively 


basis. 


ed by retailers 

Originality Is Urged 
Mr. Ellis replied that the aver- 
ze small store cannot afford to 
mpete with the lavish programs 


Mr 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


Se. Dearborn St. Wabash 8655 
CHICAGO 


national advertisers Chait, 


referring to the comments of Messrs. 
Caley and Billings, said that depart- 
ment stores should avoid stereo- 
typed methods and seek originality 
|above all else. He said that audi- 
ence participation programs seem 
particularly suited for department 
stores. Having distinguished visitors 
broadcast from the itself is 
a source of interesting programs 
which has had little exploration. 
Mr. Ziesel added that a quiz contest 
about the community in which the 
store is situated has proved highly 
profitable for one establishment. 
Mr. Ellis said that the ideal pro- 
|/gram should reflect the individual- 
ity of the store, but insisted that no 
| average big city store can afford to 
| buy evening radio hours. Mr. Caley 


store 


‘| replied that local programs have 


l|already proved their potency in 
many instances and that the proper 
time is usually available. Mr. Chait, 
considering the length and _ fre- 
quency of the program, said that a 
daily period is the most desirable, 
since consistency and continuity are 
essential to success in radio, as in 
other forms of advertising. 

The discussion turned to spot an- 
nouncements, Mr. Ellis expressing 
the opinion that chain breaks are 
cheapening to the user. Mr. Flani- 
gan explained that use of chain 
breaks is entirely legitimate and 
said that some sensational successes 
have been built by their use. 


Six Months for Test 


Discussing a trial period for radio, 


Mr. Chait said that six months is 
probably the minimum for a fair 
test of radio, and that a full year 


would be better. He said that both 
programs and results should under- 
go constant checking, that the ad- 
vertised items should be accorded 
adequate display and that co-opera- 
tion of the station be sought. 

Mr. Ellis asserted that other 
media pull without such coordina- 
tion, but Mr. Chait remarked that 
some stores put specials on the air 
and then hide the merchandise 
Radio, he contended, is entitled to 
the same assistance received by 
other media. Mr. Billings said that 
while many manufacturers have 
shown sales increases in from seven 
to twelve weeks by the employment 
of radio, from 10 to 20 weeks is 
usually required to build an audi- 
ence for a retail program. 

In a discussion of the type of 
merchandise best adapted to radio 
promotion, Mr. Chait said that fash- 
ion goods seem to offer the greatest 


difficulties. Sale items also fre- 
quently fail to click via radio. Mr 
Caley asserted that fashion mer- 


chandise has been handled success- 
fully with ear pictures which are 
as vivid as any eye pictures. He 
said that International Silver Com- 
pany’s CBS program is an example 
A few “price” items can be 
promoted effectively, though there 
is danger of overdoing this appeal. 


also 


Handling of Commercials 


Mr. Flanigan said that the de- 
partment should assign one 
copywriter to radio if it wishes to 
succeed in this field He 
common fault of retailers is to fail 
to merchandise radio programs to 
their own sales organizations. Mr 
Ellis retorted that converting a copy 
man into a radio 
another expense 


store 


said a 


writer is merely 
that radio 
beyond the average retailer's reach 
Mr. Flanigan however, that 
such a writer would not necessarily 


places 


said, 


devote all of his time to radio, but 
could handle many other duties 

Mr. Chait agreed that any good 
copywriter, with the assistance of 
the radio station, can get results 
in his organization, the commercials 
are edited by the station. Mr. Zie- 
sel expressed the belief that ex- 
aggeration is more common in radio 
than in other forms of advertising 
Mr. Caley said that while this 
charge may have been justified in 
the past, most stations are now co- 
operating with Better Business Bu- 
reaus 

In a discussion of results, Mr 


Caley told of some of the numerou 


types of radio research being used. 
A special offer usually gets a defi- 
nite reaction from listeners while 
premiums are favored by some for 
a measurement of the program's 
popularity. Mr. Caley said, how- 
ever, that premiums are not essen- 
tial to such an evaluation. 

Mr. Flanigan said that any re- 
tailer who really tests radio will get 
results. Mr. Chait said that radio 
has paid his store, but in spite of 
this, he feels that he has not taken 
advantage of its full potentialities. 
He said an exchange of information 
is urgently needed. Mr. Henry ex- 
plained that the new Bureau of Ad- 
vertising of the NAB has already 
undertaken this task. 


“Chronicle” Promotes Two 


Pat H. Rice Jr., has been named 
advertising director of the Augusta 
Chronicle, succeeding James L 
Robertson, who has resigned to ac- 
cept the position of vice-president 


|of the Castleberry Food Company. 


Robert L. M. Parks, managing edi- 
tor of the Chronicle, has been made 
vice-president of the publishing 
company. 


Cizek to Standard 

Edward J. Cizek, formerly with 
Atlas Photo Copy Company, has 
joined Standard Studios, Inc., Chi- 
cago. 


Philco Claims Hig 
Score in Mail Air 
Conditioner Drive 


Chicago, June 18.—Returns on a 
mailing of more than 460,000 pieces 
of literature, promoting Philco port- 
able air conditioning “have 
far exceeded the normal percentage 
of inquiries with the quality of the 
prospects far better than average,” 
the annual Philco sales convention 
was told here last week by Harry 
Boyd Brown, the company’s man- 
ager of air 


sales, 


conditioning. It was 
called the most ambitious direct 
mail advertising campaign in the 


industry’s history. 

Some 340,000 pieces of literature 
were directed at such professional 
groups as physicians, lawyers, den- 
tists, architects, osteopaths and 
chiropractors. Further assistance 
was had from full-page advertise- 
ments in the leading 
journals in these fields 

Nearly 25,000 direct mail pieces 
were sent to hotels, hospitals and 
tourist camps. A large part of the 
nailing was directed at ap- 
pliance dealers including 38,000 in 
the radio field, 4,500 in the oil bur- 
ner and stoker group, 10,000 in the 
hardware field and 1,500 in the 
physician and dental supply tields 


professional 


also 


The dealer group was solicited on 
the basis of opening up new deal- 
erships for the Philco-York air 
coolers among dealers not now 
served with such other Philco prod- 
ucts as radios, radio-phonographs, 
batteries and refrigerators 

Philco’s lowest-priced air condi- 
tioner, which also is regarded as 
the leader among the five Philco 
models, sells for $129.50. 


Houston Auto Dealers 
Lose Anti-Trust Suit 


An agreed judgment for $7,500 
for the state has been entered at 
Houston in an anti-trust suit against 
the Houston Automotive Dealers’ 
Association and its approximately 
35 dealer-members. The association 
also agreed to pay court costs and 
to abide by an injunction perma- 
nently restraining the association 
from continuing practices set forth 
in the charges. 


DMAA Announces Contest 


The direct mail leaders contest 
of 1940 has been launched by the 
Direct Mail Advertising Association 
Awards to the 50 winners will be 
made at the 23rd annual convention 


of the DMAA, Oct. 2-4, Atlantic 
City. The contest is open to all 
users of direct mail and_= entry 
blanks are available at DMAA 


headquarters, 17 E. 42nd street, New 
York 


oh 


E.. a long time, we've been telling you about WBBM coverage... 


about WBBM dominance of the market .. 


about WBBM's unquestioned 


leadership in audience preference, in dealer preterence and in advertisers’ 


preterence. We've told you how WBBM’'s 50,000 watts work for you. 


But not a word about watts in this advertisement. Or surveys. Or statistics 


There's another part of radio... another priceless ingredient. It’s the intan- 


gible ‘something” that creates good programs ...that, with one deft stroke, 


enthuses the listener, invigorates the sales force and multiplies the sales. 


We've just written a book about it. It's a complete, informative book that 


discusses successful WBBM program originations... ideas that made sales 


The sort of idea that built a little furniture store into a major factor in Chicago 


furniture sales 


. swept a small furrier into nation wide leadership. It's 


worked for soap. And shoes. For gasoline and chewing gum. It's sold ciga 


rettes at 1O0¢ a unit and automobiles at $1,000 per unit 


Some day you'll be thinking about making radio work for you in the rich 


Chicago area. Maybe you're thinking about it 
right now. No matter. You should read 
Stronger Than Steel.” It’s just oft the 


press Ask for your COpy — 


WBBM 


§0,000 WATTS + CHICAGO 


Owned and Operated by Columbia Broad- 


Detroit. 


casting System Represented by Radio Sales: New York, 


St. Louts, Charlotte, N. C., San Francisco, Los Angeles 
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Wisconsin Utility 
Uses 75% Discount 
as Theme of Drive 


Milwaukee, June 19.—Saving 
through a 75 per cent discount is 
the theme being used by the Wis- 
consin Public Service Corporation 
in Wisconsin newspaper advertising 
to call attention to its new mer- 
chandising plan. 

The plan provides that any Pub- 
lic Service customer who buys a 
water heater, refrigerator, range o1 
water system from any dealer or 
the Public Service store will receive 
a credit of 75 per cent of the in- 
crease in his service bill for two) 
years. 

This saving applies to combined | 
gas-electric or electric or gas alone, | 
if only one is used. Prospective 
purchasers are advised that in many 
cases this 75 per cent credit will | 


RADIO MEN AID AQUATENNIAL 


Minneapolis will celebrate an 


mittee is mapping the radio campaign. 
WTCN; Raymond Jenkins, 


Robert DeHaven, 


“aquatennial’’ 


festival July 20-28, and this com- 
Al Harding, WCCO; 
KSTP; Lloyd Griffin, 


Le# to right, 


chairman, 


Knox Reeves Advertising; and George Grimm, Minneapolis Star-Journal. 


pay the entire cost of the appliance. | Joins F. W. Prelle 


Amity Leather Appoints 


Amity Leather Products Com- 
pany, West Bend, Wis., has ap- | 


Clifford W. McGuire, f 


with Livermore & Knight 


|} has been appointed an acc 


pointed Cramer-Krasselt Company, | 


Milwaukee, to handle its advertis~ | 
ing. Forbes M. Morrison will be 
account executive for the retail di- 
vision and Arthur J. Spoer! for the 
wholesale division. 


,ecutive of F. 
| Hartford, Conn. 


Weed Expands 


The Detroit office of Wee 


has been moved to larger 


Agency, 
sunt ex- 


W. Prelle Company, 


d & Co, 
quarters 


in the General Motors bldg. 


ormerly | 


Craig Joins “Newsweek” 
Victor Craig, for the past 12 years 
with American Magazine, has joined 


the Eastern advertising staff of 
Newsweek. 
Powell in ‘New Post 

Horace Powell has been named 


to the new post of business man- 
ager and circulation director of the 
Atlanta Journal. 


in the country. 


Hagn is Premium Headquarters. 
ing of thousands of items. 


O. R big free 684-page premium eat- 


alog is the source of premium ideas and merchandising stunts regu- 


With this complete 


We 


making it 


of appeal and merchandising application. 


on your business letterhead, will place the 
your hands within a few days. 


larly used by many of the most successful premium merchandisers 
catalog on your 
never at loss for a live premium item that is sure to click with your 
customers and prospects. 


carry enormous stocks, 
easy at all times to pick the 
product which meets your requirements as to character, cost. type 


This book is worth its weight in gold if you are in need of premiums. 
\ few words indicating your problems, addressed to department AA 


Hagn Merchandiser in 


desk, you are 


consist- 


me Pe 2 


tango Hagn Co. 
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|}non Meyers, 


|of copy on the same product, 


| in copy 


Bedell Gives 


His Formula 
for Good Copy 


Wedding of Technique 
and Style Called Essen- 


tial for Success 


Chicago, June 18.—While criti- 
cising the Townsend Brothers and 
their 27 points, Clyde Bedell, author 
of the current book, “How to Write 
Advertising That Sells,” ventured 
today to give his own recipe for 
this goal to the sales promotion di- 
vision of the National Retail Dry 
Goods Association. No mere mathe- 
matical formula can achieve the 
Cesired end, Mr. Bedell asserted. 
Others on the program were Ross 
M. Dalbey, publicity director, Youn- 
ker Brothers, Des Moines, Ia.; Ver- 
of Look; and Kermit 
T. Slack, advertising manager, Ball 
Stores, Muncie, Ind. 

Mr. Bedell said that two pieces 
pub- 
lished in the same medium under 
the same conditions, have shown 
startling differences in results, em- 
phasizing the difficulty of isolating 


the “pull” germ. In one instance, 
this difference amounted to 2,500 


per cent. 

Assuming that 20 per cent of a 
newspaper’s circulation is made up 
of a “natural audience” for such a 
product as a foundation garment, 
the advertising manager can _ in- 
crease effectiveness of his copy 50 
per cent by inducing one-eighth of 
the remaining 80 per cent to read 
and act on it, Mr. Bedell pointed 
out. 


” 


The Perfect Union 


“Good copy,” he declared, “re- 
sults from the wedding of technique 
and style. It is the joint product 
ot calculation and passion. Style 
is a personal thing which 
cannot be taught, since it comes 
from within. Technique, on the 
other hand, represents a_ scientific 
approach.” 

Mr. Bedell laid down 
points for good copy: 

1. Recognize the importance of 
standards and technique. Perfect 
the latter, so that spontaneity can 
have full sway. 

2. Foster the spirit of 
and imagination by 
magic of words. 

3. Pre-check and 
Compare expectations 
results. 

4. Develop a routine to be fol- 
lowed. The best surgeons are not 
above refreshing their memories 
before an important operation. 


these six 


creation 
recognizing the 


after - check. 
with actual 


5. Study as the _ professional 
man does. Maintain an inquiring 
attitude. Know what is being done 
by others in your field. 

6. Strive for flawless copy. 
Eliminate that one word or phrase 
which lets the reader down after 


the introduction, touched with star 


dust, has lifted him off of this dull 
planet. 


Technique Is Background 


Professional advertising men ex- 
hibit a woeful lack of knowledge 
of what constitutes good advertis- 
ing, and are themselves no better 
judges of what is a good or a bad 
piece of copy than anyone else, Mr. 
Bedell declared, asserting that 
neither Kenneth Collins’ spontane- 
ous copy, using “detonative’” 
words, nor the Townsends’ slid 
rule system is the answer, alone 
Just as the artist in any line must 
create on the basis of a sound tech- 
nique to which he adds his owr 
artistry, so must the advertising 
man master and include funda- 
mental techniques to which he can 
give vital effectiveness with his 
own genius, he maintained. 

There are at least 18 important 
reasons why advertisements fail, h« 
said, and of these 10 are external, 
beyond the reasonable control of 
the advertiser. These include suc! 
things as weather, timing and the 
acts of competitors. For this very 
reason, he indicated, it is essentia] 
that the eight major factors within 
the control of the advertiser be de- 
veloped to the highest effectivenes 
possible. 


Locating Best Sellers 


Mr. Dalbey discussed the impor- 
tance of best-sellers, asserting that 
in the average good store, only 50 
per cent of them are available and 
they are inadequately promoted 
Thus only one-fourth of the poten- 
tial volume is attained. Younke 
Brothers met this problem by the 
creation of a committee of buye: 
charged with the specific job of 
locating best sellers. Weekly meet- 
ings are held to report and discus 
the findings. 

After a year, it was realized that 
the buyers could be expected t 
cover their own departments onl) 
hence it was decided to create 
rotating committee with five new 
members every three months. Thu 
far the company has had _ thre: 
committees, made up of 15 buye: 


Abandon Imitation 
Mr. Slack, talking from the view- 
soint of the advertising manag: 
of a small store, said that to increas« 
ithe effectiveness of a limited bud- 


get, imitation of methods of the 
department store must be com- 
pletely abandoned. Ball Brothe: 


abolished its art department when 
this decision was reached, and 

utilizing manufacturers’ mats more 
| extensively than ever before. As ; 
result, more money was made avail- 
able for space. Mr. Slack said that 
the company is now doing a domi- 
nant advertising job in its city with 
}a reduction of the advertising ratio 
te sales. While not all manufac- 
turers’ mats are good, careful selec- 
tion will enable the small store to 


turn out copy which compares 
favorably with that costing muc! 
more, 


Mr. Slack urged the NRDGA t 
establish a weekly review of ad 
vertising of smaller stores, grouped 
by volume. 
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... vou can tell your sales story 


effectively and profitably in 
ART AND PHOTOGRAPHY 


Advertising Age......... 
BOOKMAKING AND BINDING 


ApveErtTISING AGE is read by active advertising and 
: | BOOK PAPER merchandising executives who are interested in everything 
= which makes a sales operation click. They read and respond 
re BOND PAPER to advertising which offers information about products and 
services which they can use to advantage. 


~ ENGRAVING AND That is why the experience of advertising accounts which 
tio | ELECTROTYPING have used ADVERTISING AGE for the purpose of getting 
“a ) inquiries and orders for products and services directly con- 
to i nected with the production of advertising has been so 
2 | TYPOGRAPHY successful. 

; * 

| PRINTING 


. ADVERTISING AGE has a record of producing direct results 
= never equalled or approached by any other advertising publi- 

' DIRECT MAIL cation—an evidence of readership and responsiveness which 
has resulted in ADVERTISING AGE carrying by far the 


PRINTING INKS largest volume of advertising and serving regularly the largest 
number of advertising accounts served by any advertising 
MAILING EQUIPMENT journal. 


If you have a product or service in the field of advertising 
production, decide now to tell your sales story in ADVER- 
TISING AGE. It pays—and pays big! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
100 E. OHIO ST., CHICAGO 330 W. 42nd ST., NEW YORK 
LOS ANGELES SAN FRANCISCO ATLANTA 
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Home-Made Movie 
Sets Record for 
Department Store 


Chicago, June 18.— The 
Company, 
partment store, surpassed all pre- 
vious records in its 1940 shirt sale 
by promoting it to the store organ- 
ization with a moving picture more 
or less home-made. James Rotto, 
advertising manager of the com- 
pany, told the sales promotion di- 
vision of the National Retail Dry 
Goods Association this morning that 
the color film, accompanied by 
sound records, cost only a few 
hundred dollars, and resulted in a 
25 per cent increase over the 19,400 
shirts moved in 1939, despite the 
fact that the Hecht product was 
priced at $1.98, considerably higher 
than competitive offerings. 

A Washington commerciai pho- 
tographer did the actual shooting, 
while script and production 
handled by the store’s advertising 
department. Of 1,800 feet of film 
produced, only 525 appears in the 
edited version 


Hecht 


Employes as Actors 


“The Tale of a Shirt” shows some 
of the preparations made by Hecht 
executives for the annual sale, then 
takes employes to the Troy factory 
in charge of production to educate 
them on the fine points of the gar- 
ments. The final phase covers sell- 
ing methods, showing how a little 
sales girl in the lingerie department 
contributed to the final happy result 
by getting a shirt order by the use 
of swatches, and how a married em- 
ploye sold a grocery clerk some 
shirts after she had done her own 
ordering of foodstuffs. Amateur 
talent was used exclusively. 

William T. White, sales promo- 
tion director, Wieboldt Stores, Chi- 
cago, told the sales promotion di- 
vision how to get more from the 
advertising dollar, while trends in 


Washington, D. C. de-| 


were | 


art were discussed by Thomas J. 
Murphy, Meyer-Both Company, at 
the morning session. 

Mr. White preached the gospel of 
coordination of effort and of honest 
analysis of the customer and his 
requirements, so that the right 
goods would be available at the 
right time and at the right price. 
Much advertising, he asserted, fails 
because it overlooks these cardinal 
principles. 

Constant Analysis Needed 

“A store’s success is measured,” | 
Mr. White said, “by the degree to 
which it learns the salient facts of 
customers’ needs for goods and 
their ability to spend their money. 
In an effort to gain this knowledge, 
we should define the boundaries in 
which our customers live and de- 
cide the number of families which 
comprise our market. We should 
study their spending power by loca- 
tion and determine whether there 
are differences in merchandise de- 
mands in different areas. 


“Once we know such facts, we 
must analyze newspaper circula- 
tions in these areas. We should 


study the differences in the value 
of this circulation. We should have 
developed, by this method, facts 
sufficient to tell us how much we 
should be able to sell in various 
localities by using various media. 


| We should even go so far as to keep 


a definite record of results of ad- 
vertising by geographical areas so 
that we can study trends by mer- 
chandise groups, by newspapers and 
by locations.” 


Ad Art Is Finer 


Mr. White also said that many 
advertising failures can be _ ac- 
counted for by the practice, happily 
passing, of dividing newspaper 
space among buyers. This results 
in filling valuable space with “un- 
important and inconsequential offer- 
ings,’ he asserted. He said that 
the most successful stores are sub- 
stituting best seller campaigns for 
store-wide drives, timing the for- 
mer at the seasonal peaks of 
weather changes. 

Mr. Murphy quoted an expert as 


saying that advertising is exposing 
the public of today to finer art than 
was enjoyed by private collectors 
of a century or two ago. Since the 
artist is an intuitive and sensitive 
person, current artwork is_ being 
tied up with all of the social and 
economic forces which are at work. 
The war has been an inspiration 
tc the country’s artists and they 
have collaborated effectively with 
copy and layout men to produce 
such striking advertisements as 
Wanamaker’s “Thank your lucky 
stars—” 

Mr. Murphy said that by means 
of the parallelogram, artists are now 
creating the effect of a third di- 
mension, and he exhibited a num- 
ber of advertisements to illustrate 
the point. “Macy's by the sea,” 
was an outstanding example. 

Touching on copy, Mr. Murphy 
said that a telegraphic style is be- 
ing adopted by some stores to meet 
the demand of consumers for more 
informational copy. In the major- 
ity of cases, however, this staccato 
description is being set in 14-point 
type, rather than being buried. 


Devall Heads Texas 
Press Association 


Adoption of resolutions support- 
ing President Roosevelt’s defense 
program and the government soil 
conservation program, consolidation 
of the offices of secretary and 
treasurer, and election of Charles 
K. Devall of the Kilgore Herald, 
succeeding Walter Buckner of the 
San Marcos Record, as president, 
marked the annual convention of 
the Texas Press Association held at 
Mineral Wells June 13-14. 

Other officers elected were Dave 
Warren, Panhandle Herald, vice- 
president; Sam Harben, Dallas, sec- 
retary-treasurer; yeorge Peeler, 
Taylor, Mrs. Ross Woodall, Hunts- 
ville, and Luther Wilson, Sweet- 
water, executive committee. 


Names BBD 

Archer-Daniels-M idland Com- 
pany, Minneapolis, has appointed 
the local office of Batten, Barton, 
Durstine & Osborn to handle adver- 
tising of its specialties division on 
wheat germ oil. 
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REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


“THAR'S GOLD 
IN THEM HILLS“ 


all of three-quarters of a billion 


dollars to spend every 


one out o' three o' their famblies 
They wears 
good clothes, rides in good autty- 
mobiles, eats good food, enjoys 
For you, 
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Advertising Women 
Prove They Know 
Effective Copy 


Retailers Test Copy 
Sense of Professional, 
Amateur Adwomen 
Chicago, June 17. — Advertising 
experts can select the most effec- 


tive copy from a dozen samples in 
a large percentage of the cases. 


Chicago retail advertising is far 
ahead of New York’s in produc- 
tivity. 

These morals emerged from an 


|interesting “Two Way Advertising 
| Analysis” staged by Thomas J. 
|Murphy, director of services, 
Meyer-Both Company, Chicago, 
this afternoon as the feature of a 
joint session of the merchandising 
and sales promotion divisions of the 
National Retail Dry Goods Associa- 
tion. <A. O. Buckingham, Cluett, 
Peabody & Co., New York, toid how 
easy it is to sell neckties to shirt 
buyers, and Carl V. Haecker, dis- 
play manager, Montgomery Ward & 
Co., Chicago, said that psychology 
in display is merely the application 
of common sense. Will Welber, 
president, Robertson Brothers De- 
partment Store, South Bend, Ind., 
told of best sellers which yield a 
substantial share of the company’s 
net profits without benefit of pro- 
motion. 


Pick Winning Ads 


The advertising experts on Mr. 
Murphy’s program were Mae Mc- 
Cain, of the art studio of that name; 
Helen Vance, head of a Chicago 
agency, and Mrs. Hazel Ferguson, 
secretary of Butler Brothers. Three 
housewives, all of whom are moth- 
ers, also participated. Eight adver- 
tisements of specialty shops and ten 
of department stores were displayed 
on panels and the professionals 
asked to select those possessing 
greatest reader attention and also 
those which they believed would 
sell the most merchandise. All of 
these advertisements were from 
| stores in medium size cities. 

After the experts had made their 
selections, the housewives were 
called into the room and asked 
which advertisement they would 
|read first and which would make 
them want to buy. 

An advertisement of a_ Terre 
| Haute department store which left 
plenty of white space won the ac- 
claim of both experts and laymen. 
| Opinion was less unanimous in the 
specialty shop field. 

A more conclusive test of the 
ability of the professional advertis- 
ing women was presented when 
they were asked to pick the more 
effective copy from six pairs culled 
from New York and Chicago news- 
papers, their selections being com- 
pared with Meyer-Both shopping 
|reports. They picked the winning 
advertisements in a high percentage 
of cases. The Chicago stores, ac- 
cording to the shopping 


reports, 


uniformly get better results from 
their copy than the New York 
stores. 


: . sane 
Urge Ensemble Selling 
Mr. Buckingham said that analy- 
sis of 200,000 sales checks proved 
that only 15 per cent of store cus- 
tomers were buying more than one 


item Of those who bought two, 
the following combinations were 


most popular: Shirts and ties, ties 
and handkerchiefs, hose and under- 
wear, shirts and hose, ties and 
shirts and underwear, pa- 
jamas and underwear, ties and ac- 
The chief handicap to 
ensemble buying was found to be 
location of the merchandise, related 
items being placed far apart 

“A customer coming into a store 
to buy a tie wants to see a 


hose, 


cessories 


large 


assortment,” said Mr. Buckingham, 
“but one who has bought a shirt 
will purchase a tie from a very 
small selection. We have found 
that bringing selected ties together 
with shirts will increase the sales 
from 15 to 30 per 100 shirt cus- 
tomers. 

“We found also that the shirt 
displayed in the styled shirt and tie 
ecmbination accounted for one- 
sixth of the shirt sales, although it 
was merely one of 30 pattern 
carried in the line. This mean 
that in styled combinations you se] 
what you display, so we increased 
the display to four patterns, whic! 
accounted for over 60 per cent o! 
the sales.” 

Mr. Buckingham said that most 
stores show a lamentable lack ot 
follow-through in advertising. They 
advertise certain shirts and ties to- 
gether and likewise display them 
together. When the customer actu- 
ally attempts to buy them together, 
he or she finds that it is almost im- 
possible. Where this situation i; 
corrected, the store can make sale 
of $301 per square foot, compared 
with the NRGDA goal of $115. 

Importance of Lighting 

Mr. Haecker asserted that interior 
display is important because 87 pe: 
cent of the public buys through the 
attraction of sight. Store lighting 
is particularly important, he said, 
defective illumination accounting 
for a large percentage of returns, 
because the harmony between the 
purchased merchandise proves more 
apparent than real. 

Aisles can be widened at strategic 
points to lead the customer in any 
direction the store finds profitable, 
he said. He criticised retailers fo: 
mass displays of such articles as 
neckties, supporting Mr. Bucking- 
ham’s contention that styled dis- 
plays are far more productive. Such 
supposedly trivial questions as thi 
size of the shoes displayed are actu- 
ally highly important, according to 
Mr. Haecker. He advocated display 
of the tiniest shoes in the store and 
said that they must never be placed 
to suggest that the wearer | 
pigeon-toed. 

“All women can’t have small feet 
and all don’t have perfect feet,” hi 
said, “but the merchant who dares 
to insinuate such a thing is losing 
a large volume of business, no mat- 
ter how sound his other tactic 
may be.” 


McClure, Younggreen 
Back 20-Year Club 

W. Frank McClure and Charles C 
Younggreen, veterans of the Chi- 
cago advertising field, are planning 
formation of a Twenty-Year Clu! 
in connection with the AFA con- 
vention in Chicago. Anyone who 
has been in advertising for two 
decades is eligible. A dinner of th: 
new organization will be held at 
the Hotel Sherman Tuesday night, 
June 25. 


Elect Hamilton President 


Robert Hamilton, sales managt 
of the Dumore Company, Racin 
Wis., has been elected president 0! 
the Milwaukee Association of I) 
dustrial Advertisers. Other office: 
named are E. T. Slackford, Ha: 
nischfeger Corporation, vice-pres 
dent; L. H. Billings, Falk Corpor 
tion, secretary-treasurer. Forrest A 
Nelson, advertising manager, Ma: 
Whyte Company, Kenosha, w 
named a director for a three-ye: 
term 


Federation Bank Appoints 


Federation Bank & Trust Con 
pany has appointed Redfield-Joh 
stone, Inc., New York, to direct 
advertising. Car cards and outdo: 
advertising are being used. 


THE BILOXI-GULFPORT 

(Miss.) Daily Hera! 
carried more displa 
advertising in May tha 
in any month = sine 
June 1930, indicative © 
the growth of the Mi 
sissippi Coast territory 


JOHN A. CAIRNS 
& COMPANY 


TEXTILE 
ADVERTISING BRB i aaia 


45 EAST 17th ST. 
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THE SOLUTION 
HOW TO OUT-ORGANIZE HITLER! 


AN OPEN LETTER TO | 


| 


THE PEOPLE OF 


THE UNITED STATES 


an 
at 
ne 


appee! ot only te thee of the Chetenan Heth but te men 
faiths, tor just an Hitler was out te crash Merway te get sir 
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ow 
thied “oo the offensive” in a big say 1 will mon be pomsible wot 
AND ONLY A BIG WAY OFFENSIVE WILL WIN 


Chretien domecretic civilisshon mest eggresnively tebe the offensive im 


mediately ue Witter pogeotem 
sicnep) AN AMERICAN CITIZEN 


pct anton pa nae 


People who think they know how to meet 
the Hitler menace are providing some 
welcome business for newspaper adver- 
tising departments. This one, inserted 
by "an American citizen,’ and calling 
for formation of a huge committee, occu- 
pied four columns in the New York Times 
last week. 


“Stop Hitler” 
Copy Destined 
for Wide Play 


New York, June 20.—The “Stop 
Hitler Now” copy which appeared 
last week in 18 major cities and 
won the endorsement of President 
Roosevelt is destined to make nu- 
merous repeat appearances, judging 
by the requests to reprint the mes- 
sage received from more than 100 
newspapers from coast to coast. 

The Committee to Defend 
America by Aiding the Allies is 
sending a mat of the advertisement 


to those requesting it, and news- 
papers are either sponsoring its 
publication or persuading local 


groups to finance its appearance. 
At least two other similar activi- 
ties have been reported during the 


past week. An unidentified indi- 
vidual, who signed his half-page 
copy “An American Citizen,” used 


ene paper here “to show the people 
of the United States how to out- 
organize Hitler.” 

George A. Haddad, a member of 
the American Legion, used a half- 
page in the Daily News of Long- 
View, Texas, to proclaim in a head- 
“To Hell with Hitler.” His 
pointed out that “civilization 
must and will conquer.” 


line, 
( Dv 


Musical Horn 
Promotes Laundry 


Following installation of musical 
horns on its trucks, Apex Laundry 
C'eaners, Memphis, is using news- 
poper copy to educate Memphians 
to interpret the message 

According to this advertising, 


the horns say, “This is the way we 
h our clothes.” 

Keads Crucible Office 
J. §. Billingsley has been ap- 


Pb inted manager of the 


bi anch of Crucible St 
| 


Pittsburgh 
el Company 
succeeds the late M. S. Dravo 


Joins Jam Handy 

harles A. Reinbolt has resigned 
m the Flint Journal to join Jam 
ndy Organization, Detroit He 
| prepare visual sales promotion 
terial used by manufacturers to 
tr. in retailers 


Union Oil Again 
Turns Picture 
Cards to Account 


Los Angeles, June 20.— Scenic 
beauty of the Western states is 
being utilized again this year in the 
Union Oil Company’s spring and 
summer advertising campaign. 

Millions of natural color, photo- 
graphic postcards will be released 
free to motorists at all Union Oil 
Stations. So as not to mar the pic- 
torial value of the cards, no adver- 
tising or descriptive message appears 
on the face of the cards. On the re- 
verse side a full description of the 
subject is printed, together with any 
pertinent historical information. 

This type of promotion, which 
was first used last year, is the out- 
growth of a natural color poster 
campaign in 1938. During that year 
many requests for reproductions of 
the scenic boards were received by 
the company. Thousands of 10x13” 
reproductions were given away. 

In 1939 the company decided to 
issue postcards patterned after the 
poster style of the previous year. 
Over eight million of these post 
cards were distributed last year. It 
is expected that as many or more 
will be handed out this year. Sixty 
different subjects are represented in 


the series, and distribution of cards 
has been localized to seven geo- 
graphic areas. 

The Union Oil Company, through 
Lord & Thomas, Los Angeles, is fea- 
turing the cards through news- 
papers, Sunday supplements, 24- 
sheets and radio. Area covered in 
the campaign includes Washington, 
Oregon, Idaho, Nevada, Arizona, 
and California. 


Willkie Boom For 
President Wins 
N. Y. Agency's Aid 


New York, June 21.—The Willkic- 
for-President boom in recent weeks 
has been furthered by the voluntary 
activities of a New York agency, 
Anderson, Davis & Platte, which has 
both circulated copy for newspaper 
use and started a chain letter 

The copy, sent out only last week 
to about 1,000 dailies, is being 
printed in a number of cities, either 
as the paper’s contribution or as 
paid promotion by a local Willkie 
group. 

A chain letter, sent to 500 leaders 
urging them to duplicate it for dis- 
tribution among friends, has already 


multiplied at least ten-fold. Recip- 
ients of the letter were urged to 
send postcards urging Willkie’s 
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One of a series of humorous advertise- 
ments being used currently by Bell Tele- 
phone Company of Pennsylvania. 


nomination to their state G. O. P. 
delegation at Philadelphia. 


KMA Names Rep 


Station KMA, Shenandoah, Ia., 
has appointed Free and Peters as 
national sales representative. The 
station has also issued a new rate 
card which includes a general re- 
Classification of its rate structure. 


KWK Executives 
Gain Golf Honors 


R. T. Convey, president of KWK, 
St. Louis, was elected vice-presi- 
dent of the Missouri State Golf As- 
sociation at the meeting held in con- 
junction with the state tournament 
in St. Louis. 

Bob Richardson, national sales 
representative for the station, quali- 
fied for the championship flight of 
the state tournament and had ad- 
vanced to the second round last 
week. 


CBS Asks to Build 
2 Short Wave Stations 


Columbia Broadcasting System 


has filed an application with the 
Federal Communications Commis- 
sion for permits to construct two 


new 50,000-watt international short 
wave stations. One permit would 
grant an increase in power and pro- 
vide for removal of Station WCBX, 
present short wave station, from 
Wayne Township, N. J., to the site 
for the new transmitters on Long 
Island. 


Daugherty Moves 


Jimm Daugherty, Inc., St. 
advertising agency, and _ its 
ciate, the Van Matre Pharmaceuti- 
cal Advertising Corporation, will 
move July 1, from 211 N. Seventh 
street to the Title Guaranty bldg. 
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An advertisement for 14 people 
—who can help an .880 batter hit 1.000 


T's not that we're immodest but ...a perfect score is such a nice thing. And 
| only fourteen persons can fix that (not forgetting that they can simul- 


taneously do some very nice things to their sales curve ). 


You see it’s this way. There are only 386 week-day quarter-hours ever avail- 
able for sale* on WBT—even though we’ re on the air from 5:30 in the morning 
until 2:00 the next morning. And of those, 316 are sold...92% on renewal! 


One of our brightest point-with-pride stories concerns our Midnight-to-2 A.M. 
Dancing Party, consistently sponsored by one advertiser for seven solid 
months, Other sponsors have reported remarkable success on our 5:30 A.M. 
Alarm Clock. And so it goes—for 20’ hours every day—from 5:30 in the 
morning clear through to 2:00 the next morning. 


There’s just room enough, on our busy schedule, for 14 five-a-week sponsors 


(or 23, three-a-week). There's lots of room, in our very ingenious program 


department, for thinking about new WBT-originated programs, to fill these 


- 5 ae 


*From Monday to Friday alone, each week, 24 quarter hours are withheld from sale for public services. 


WBT *% 50,000 WATTS - CBS - CHARLOTTE,N.C. 


Owned and Operated by the Columbia Broadcasting System. Represented 
nationally by Radio Sales with offices in New York + Chicago 


Detroit + St. Lowis + San Francisco « Los Angeles 


a 


And, as we were saying. a perfect score is such a nice thing. For both of us. 
And for the 3,000,000 people down our way. Did you say “tell us more”? 


periods, The sort of programs that won us the Variety Showmanship Award in 
: 1938 and the Variety Farm Award in 1939. 


WBT-land is unusual. 
Its 3,000,000 people are 
neatly divided between 
industry and agricul- 


ture. Rich, diversified 


farm crops ...5500 busy 


“THERE'S GOLD IN THE CAROLINA MILLS” 


Pe 


year, 


proved that it’s a one- 
station market...an 
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mills, paying out $250,- 
000,000 in wages every 


Radio 


families 


have increased 98.3% in 
the past five years alone 


.and every study has 


exclusive WBT market! 
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ADVERTISING AGE 


(A column of advertising comment 
of interest to manufacturers of «ta- 


tionally advertised food products 
and their agencies.) 
, eee 
on the bottom of a letter is 


‘ @ your cue to stand by for some- 
ae” ” thing extra ...a “flash” that 
tells you something more than 

you expected has been added to the 
message. That's what we mean by P.S. 
in The Topeka Daily Capital, too... 
a Plus Service to manufacturers of na 
tionally advertised food products whose 


messages are regularly featured in 
lopeka's leading newspaper. Here's 
how it works— 


BI-WEEKLY 
DISPLAY 
MESSAGES 


is a factor of tremendous in- 

fluence upon nearly 200,000 re- 

sponsive readers of The Topeka 

Daily Capital . . . representing 
the largest circulation of any ft * 
newspaper in cities between 50,000 and 
75,000, Every Tuesday and Friday spe 
cial display ads in The Topeka Daily 
Capital call attention to the nationally 
advertised food products currently ad 
vertised in Topeka’s first newspaper. 
And add to this a 


. WEEKLY 
4 FOOD 
g REVIEW 
s ON 
al WIBW 


goes on the air every Saturday 


»morning when genial Gene 
Shipley, popular M.C, of The 
nig Daily Capital Food Review, 
brings to WIBW listeners a livetalent 
i show with popular music and sprightly 
- comment, For half an hour—from 8:00 
4s to 8:30 A.M.—readers of The Topeka 

Daily Capital enjoy a review of the 


paper's food section .. . are influenced 
by subtle references to nationally adver 
tised food products. . . 


LEVER BROS. 
ENJOY P. S. 


i 


Profits Jump 
45 Per Cent in 
Department Stores 


Increase of Only 5.5 Per 


Cent in '39 Sales Does 
the Trick 


5’ per cent in sales in 1939 as 
compared with 1938 made possible a 


& Boston, June 20.—An increase of | 


45 per cent gain in the profits of de-| 


partment stores, according to a re- 
port just released by the Harvard 
Bureau of Business Research under 
the sponsorship of the National Re- 
tail Dry Goods Association. The 
report is the 20th in the series 
which was instituted in 1920 as one 
of the pioneer projects in the inten- 
sive study of distribution costs. This 
research is currently based on re- 
ports from 521 firms. 

The improved profit showing of 
department stores in 1939 
ascribed by Prof. Malcolm P. Mc- 
Nair, the author of the current bul- 
letin, primarily to a drop of ap- 
proximately 1 per cent of sales in 
the expense rate, which in turn is 
largely the consequence of the rise 
in sales. The author points out that 
“profit changes over the past three 
years testify in a striking manner to 
the sensitive relationship which ex- 
ists in the department store business 
between earnings and changes in 
net sales volume.” 

Two items of expense which did 
not share in the general tendency 
for expense items as a percentage 
of sales to fall were taxes and the 
combination of supplies and serv- 
ices purchased. 


Profit Improvement General 


Although department stores of all 
sizes participated in the better profit 
showing in 1939, the most improve- 
ment, percentagewise, was shown 
by the small stores, those with sales 
of less than $500,000. On a com- 


parative basis within the year 1939, 


however, large stores turned in a 
better profit performance than did 
smaller stores. Previous bulletins 
have discussed at length the signifi- 
cant differences between small and 
large department stores which bear 
on expense and profit rates. Some 
additional light on the matter 
thrown by a new tabulation of op- 
erating results of department stores 
classified first by size of store and 
then in turn by size of city. 

This tabulation reveals that the 
higher expense rates associated 
with the larger department stores 
are in substantial measure attribut- 
able to the size-of-city factor rather 
than 


is 


The typical total expense rate, for | 


is | 


early in 1931 and November, 1936.| taxes, $18,479,000; supplies and _The nh York — = oo 

But Professor McNair also ob-| services, $47,889,000; all other ex- ee Maw ree apg Boe yl Bacon 
serves that there is no evidence of! pense, including interest $87,- | 675 ew York State newspape! 
serves tha . ope tn “land radio stations in importan' 
an upward trend in the physical | 587,000. | markets. 


| sales of department stores over the | 


to the volume-of-sales factor. | 


STAFF HONORS FARM PUBLISHER 


The staff of Farm Journal and Farmer's Wife honored Graham Patterson (hold- 
ing hat, left center) last week on his fifth anniversary as publisher with a golf 


party and dinner. In this photograph are, left to right in the foreground: 

Wheeler McMillen; Arthur H. Jenkins; Mr. Patterson; H. F. E. Jeunet; G. F. Fox; 

J. V. Baily; N. M. Mathews; W. B. Wiemers. Rear, A. M. Deyoe; E. R. Dunphey; 
C. P. Streeter; R. J. Babcock; F. S. Archibald; A. H. Sundstrom; R. B. Fleu. 


June 24, 1940 


$5,575,000 from merchandising op- 
erations. In addition, the stores re- 
|ceived other net revenue of $52,- 
623,000. This came from leased and 
manufacturing departments, carry- 
ing charges on instalment accounts, 
and other incidental receipts not 
part of merchandising revenues 
Total net business profit, therefore 
amounted to $58,198,000. This rep- 
resented 3.9 per cent of 1939 net 
sales; compared with 2.65 per cent 
in 1938 and 4.15 per cent in 1937 


‘Gordon Plans Big Drive 


“Synchronized Styling,” linkin: 
ithe style trend of dresses wit! 
girdles and brassieres, will be th 
theme of the fall campaign of Pau 
line Gordon, Inc., New York. Thi 
campaign, most ambitious in th 
history of the company, will brea} 
in an early September issue of Lif« 
to be followed by insertions in Har- 


per’s Bazaar, Mademoiselle an 
Vogue and a second insertion i: 
Life. Quarter pages will be used 


| Raymond Levy Organization, Ne, 
York, has the account. 


Milk Drive Resumes 


period, a condition in sharp con- 


pronounced upward | 


The total cost amounted to $1,-| on the adult market. 
485,200,000, leaving a net profit of|Inc., New York, is the agency. 


Emphasis will be place: 
J. M. Mathes 


trast to the 
trend in the index of production. | 
This contrast is taken as evidence | 
that department stores during re- 
cent years have been feeling the 
effect of competition from other 
types of retail outlets which in the 
aggregate are growing more rapidly. 


Importance of Prices 


The report also deals with move- 
ments in department store stocks, 
both dollar stocks and “real” stocks 
(dollar stocks corrected for changes 
in prices). “Although dollar stocks 
moved up somewhat in the second 
half of 1939, the chief influence at 
work was prices. ‘Real’ stocks 
showed no upward trend and re- 
mained well below the levels 
reached in 1937,” it said. 

“Many observers have commented 
on possible relationships between 
retail prices and ‘real’ sales in de- 
partment stores. Sustained upward 
movements of retail prices seem 
generally to encounter declines in 


‘real’ sales, but a causal connection 
not certain. Retail prices are 
sluggish; they lag behind wholesale 
prices. Hence, a downturn in in- 
dustrial activity not infrequently 
comes just about at the point when 
retail prices have been rising for 
three or four months in belated re- 
sponse to wholesale price advances. 
If we could be certain that turns in 
|‘real’ sales precede (and cause) 
turns in the index of production, we 
could perhaps more plausibly pos- 
tulate a cause and effect relation- 
|ship between retail prices and 
‘real’ sales. 


IS 


In 1939, beeause of its superior 
color and finish. because of its 
standard high quality and very 
moderate price, ADILRON- 
DACK BOND showed the 
largest increase in its history. 
And 1940 ahead of 1939! 
Look for the watermark when 
you buy bond paper. It is your 


. 
Is 


assurance of uniform quality 


example, of the stores with annual | 
sales of $10,000,000-$20,000,000 lo- | 
| cated in cities of 250,000-500,000 | 
| was nearly 4 per cent of sales lower | 


: ADVANTAGES 


a |than the typical expense rate of | 

tne anil F , stores of similar size located in 

is a workable Food Cooperation | .:4:.. » _ "han 

@ Plan that is a profitable Plus | cities of 1,000,000 or more. The 

Service to many manufacturers highest net gain percentage was 

of nationally advertised food ‘ecorded for the 10 firms with sales 

products. Is it successful? Ask Lever recorded Ifo! 1€ irms wi 1 Sales 

Bros.—-whose messages have appeared ex of $2,000,000-$4,000,000 which were 
eclusively in The Topeka Daily Capital ane . iten P ok 

over a period of years. located in cities of 50,000-100,000 


P.S. has helped 


produce consistent sales gains for Rinso, population. 


Spry. Lifebuoy Soap, and Lux Flakes 
in the Topeka market of 21 Drive-in » Desde @ 
a mM, Specialty Costs Same 
, eee Specialty stores shared in the 
improvement in sales volume in 
the Food Cooperation Plan of | 1939, but their earnings were gen- 
aThe Topeka Daily Capital will | erally inferior to those of depart- 
materially promote the sale of , 
your food products in the prof ment stores of the same size group- 
itable = $101,966,000 Greater — Topeka ings. For specialty stores the cost 
market. Why not write for details? % 


of doing business required the same 
percentage of sales as in the previ- 
US year, 

In addition to detailed figures on 
results for 1939, the bulletin pre- 
sents a broad survey of department 
store operations over the 1ll-year 
period, 1929-1939. Professor Mc- 
Nair traces the movements of dollar 


Cini ka 


sales and retail prices and trans- 
E lates dollar sales into “real” sales, 
that is, into physical volume. He 


concludes that the physical volume 


Daily Capital 


of goods handled by department 
stores during the Christmas season 
r INFLUENCING THE BUYING of 1939 was at a peak attained only 
3 HABITS OF 200.000 KANSANS twice before in the period for which 
A: such statistics are available, that is, 


Change in Viewpoint 


“In the report for 1938 the hypo- 
thesis was advanced that in recent 
cyclical fluctuations department 
store ‘real’ sales had turned the cor- 
ners slightly ahead of production. 


The 1939 figures offer conflicting 
evidence in this regard. Depart- 
ment store ‘real’ sales apparently 


moved simultaneously with produc- 
tion on the upturn in June; but, in 
November, ‘real’ sales came to a 
peak just a little before production. 
Perhaps the most we are justified in 
concluding is that turns in depart- 
ment store ‘real’ sales synchronize 
very closely with turns in industrial 
production. Therefore, we cannot 
with any certainty argue that retail 
price advances by constricting ‘real’ 
sales tend to bring about declines 
in industrial production. Neverthe- 
less, it fair statement that a 
sustained advance in retail prices 
must be regarded as one of the sig- 
nals which warn of impending diffi- 
culties.” 


is a 


The 1939 Figures 


Net sales of 428 companies oper- 
ating 512 stores aggregated $1,490.,- 
776,000 in 1939. The largest single 
expenditure was represented by 
total merchandise cost of $941,694.,- 
000. Other were as follows 
Pay roll, $265,666,000: real estate, 
$70,116,000; advertising, $53,765,000: 


costs 


and economy. 


Ideal for business forms as well 
as letterheads. ADIROYN- 
DACK BOND comes in bril- 
liant white. twelve colors in all 
standard weights and sizes with 
envelopes to match. 


INTERNATIONAL PAPER CO. 
220 East 42nd Street, New York, N.Y 
Branch Offices: BOSTON - CHICAGO + CLEVELAND 


AN INTERNATIONAL PAPER VALUE 
Made by the Mokers of. ADIRONDACK BOND & LEDGER « INTERNATIONAL MIM£O 
SCRIPT *« INTERNATIONAL DUPLICATOR e¢ BEESWING MANIFOLD ¢« TICONDERC 9A 
BOOK « TICONDEROGA TEXT « INTERNATIONAL TI-OPAKE e CHAMPLAIN BO OF 
SARATOGA BOOK « SARATOGA COVER « LEXINGTON OFFSET 
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Emergency Seen areal turns out to be a boom- Retail Grocers EVEN MAP COPY FINDS USE FOR HUMOR 
erang. 
.- i yas ” “ 
oo | Sa Fifid way easynow 4%. 
as Stimulus to | While observing that C-U tests Ch s St : 7~ 
lare “not infallible,” Dr. Cassels on ain ores ; 
s fester scp ccosengpreal pgp Men ri New York, June 20.—The 43rd 
onsumer Action ppeceecnnan re ye . ae oh 2 ; * ’ ee '€ snnual convention of the National 
pogo a pa +" po r _ it Association of Retail Grocers came 
A as 3 Oo criticism = siIMP!Y | to a close here today with the elec- 
(Continued from Page 1) | because the work fails to live up tion of Herbert H. Sack, Oakland 
Agriculture, and by others who to acer Bi a Cal., as president, succeeding Gerrit 
joined the discussion. im ted t tl : t ek wii f Vander Hooning. P. M. Brinker, 
poe oe - ne absence OF | Dallas, was named vice-president, 
Scientists Join Forces standards and testing procedures edt titemten Cratert  Wisiiie 
Aside from frequent mention of Tae ue eek yor nee re-elected treasurer. 
the national crisis, the hi ig 5 ex . iy :—_ ’ f g res s adopte 
e c crisis, the highlight of CRT dean tha teat 1 ond Wille thal Among resolution idopted by 


the meeting was the disclosure that 
Consumers Union has scored an 
important tactical victory in its 
drive to refute criticism of its tech- 
nical resources by lining up the 
support of the American Associa- 
tion of Scientific Workers, an or- 
ganization 800 strong with members 
in leading colleges throughout the 
country and with chapters in New 
York, Chicago, Boston and Phila- 
delphia, New Haven, Princeton and 
Berkeley, Cal. 

The eagerness of the technicians’ 
group to cooperate with C-U in 
performing tests and otherwise con- 
tributing the talents of its members 
was cited by Prof. Bart J. Bok of 
Harvard University. He referred to 
the organization’s membership as 
“scientists with a social conscience” 
and pointed to the formation of a 
committee on relations with con- 
sumer organizations as one of the 
most important activities of the 
association. He indicated that C-U 
might expect a substantial measure 
of assistance in solving its intricate 
testing problems. 

Consistent with the 
workers’ participation in the con- 
ference was the general theme of 
applying science to consumer needs 
which was woven through the pro- 


gram. Dr. John M. Cassels, direc- 
tor of the Institute for Consumer 
Education at Stephens College, 


specified two areas calling for this 
type of assistance: 
Information, Please 


1. Consumers must acquire a 


good deal of the information which | 
producers already have about their | 


products but “which they do not 
tell, or cannot be counted on to tell 
truthfully.” 

2. Consumers must ascertain 
facts which are important to them 
but which are of little or no inter- 
est to producers. 

In the former category he men- 
tioned such knowledge as standards 
for goods that manufacturers have 
set up within their trade associa- 
tions—tensile strength of fabrics, 
thread count, weight and perform- 
ance tests on high-priced articles 
such as automobiles, tires, etc. 

Referring to the second category 
he charged that “often it is not to 
the manufacturer’s advantage to 
give information about wearing 
qualities.” Consumers must utilize 
their own testing agencies to secure 
the data they require for intelligent 
buying, he asserted. 

Dr. Cassels emphasized the need 
for consumer goods standards, with- 
cut which “it is hard to make tests 
that are meaningful to any great 
number of consumers.’ Wide varia- 

ms in consumer goods “for sup- 

sedly identical items of the same 


and” and the need for constant 
-testing further complicate the 
sting problem, he observed. In 


s connection he said: 
‘This difficulty often empha- 
ed by critics of testing agencies 
if the fault were theirs. As a 
matter of fact, the difficulty comes 
from the failure of manufacturers 
t maintain uniform quality and 
s, of course, seriously undermines 
» strongest argument advanced in 
lalf of brand selling. This line 
‘riticism by business spokesmen 


1s 


scientific | 


limitations imposed by this condi- 
tion. He admitted that published 
ratings may consequently be wrong. 

A complete analysis of the cur- 
rent status of standards for con- 
sumer goods was offered by Paul 
G. Agnew, secretary, American | 
Standards Association. Standards | 
elready exist, he said, for domestic 
refrigerators, gas ranges, dry cells 
and batteries, safety glass for motor 
vehicles, mattresses, some jewelry 
articles, radio receivers and testing 
procedures for weven textile fabrics 
/and cotton cloth shrinkage. Projects 
|for the promulgation of standards 
are also under way for bedding, 
| upholstery, children’s garments, de- 
vices for the hard of hearing, gaso- 
|line, bed sheets, household ladders 
}and sun glasses. 

Dr. Agnew derided the belief in 
some advertising quarters _ that 
establishment of standards for all 
consumer goods would “render 
advertising useless.” On the con- 
trary, he insisted, the skillful use 
of such data can be a “valuable 
addition to the merchandising bag 
of tricks.” In support of this con- 
tention he mentioned the recent 
campaign waged by the Consoli- 
dated Edison Company of New York 
which sold 87,000 appliance “pack- 
ages” in nine weeks for a sales rec- 
|ord totaling $3,300,000. Each “pack- 
| age”’ consisted of a vacuum cleaner, 
jlump and iron—all equipped with 
| Electrical Testing Laboratories cer- 
| tification. 


Complain of “Boycott” 


Dr. Agnew also commented on an 
jadvertising experiment conducted 
'by Kaufmann’s department store in 
Pittsburgh, involving the use of 
| two pieces of women’s hosiery copy 
in newspaper advertising under 
identical circumstances. In one case 
straight informative copy was used; 
in the other an emotional appeal 
was featured. The reported failure 
for the informative copy and suc- 
cess for the emotional appeal is not 
conclusive, he remarked, terming 
the informative ad an example of 
\“very dull copy.” 

The annual C-U report indicated 
|that membership during the past 
year remained in the neighborhood 
of 85,000. While individual mem- 
bers declined, group subscriptions 
rose 30 per cent, with the chief 
gains recorded among teachers and 
labor organizations. Officials of 
C-U complained of a “boycott” 
imposed against their advertising 
by 60 newspapers and magazines. 
The only effective medium remain- 
ing open, they said, is direct mail. 

Although advertising received 
frequent mention during the course 
of the two-day meeting, the refer- 
ences were comparatively mild. The 


\“flireworks” observed at recent 
gatherings where C-U representa- 
tives occupied the rostrum along- 


side business spokesmen were con- 
spicuous by their absence 


Agency for Riviera 


Hotel Riviera, Newark, N. J., has 


retained Publicity Associates of New 
Jersey, Jersey City, to conduct an 
advertising and _ public. relations 


campaign 


Conley with Agency 


W. F. Conley has joined Brooke, 
Smith & French, Detroit. He was 
formerly advertising and sales pro- 


motion manager of Electric Vacuum 
Cleaner Company, Cleveland 


To “Popular Mechanics” 


Kenneth E. Lee, formerly with 
Comic Section Advertising Corpora- 
tion and the New York News, has 
joined the Eastern sales staff of 


Popular Mechanics. 


Sod, 


the convention were those opposing 
income and sales taxes, supporting 


loss leader laws, supporting the 
Bilbo amendment to the relief bill 


now pending, and a four-point pro- 
gram to press the fight against chain 
store practices. 


Provisions of Resolution 


The anti-chain resolution  pro- 
vided for improvement of existing 
standards among retail grocery 
stores, the carrying on of a “definite 
and sustained campaign of educa- 
tion” to clarify the position of the 
independent grocer and demonstrate 
that consumers actually lower their 
food bill if they buy all their gro- 
ceries from independents, to assist 


Somewhat out of the ordinary is this 24-sheet for Gulf Oil Corporation, produced 
by McCandlish Lithograph Corporation through Calkins & Holden, Inc. 


the government 
emergency, and a reaffirmation of 
support of the Patman bill. 

(Additional news of this conven- 
tion appears on Page 20.) 


in the present 


Joins O'Neil 


Arthur Van Delft has joined Wil- 
liam O'Neil, New York industrial 
designer, as sales manager for New 
England. Mr. Van Delft was for- 


Johnson Heads Market 
Research Council 

Arno Johnson, research director 
of J. Walter Thompson Company, 
New York, has been elected presi- 
dent of the Market Research Coun- 
cil. He succeeds Arthur Hirosi, of 
McCall's. 

Dr. Frank M. Surface, Standard 
Oil of New Jersey, has been named 
vice-president, and Will S. Johnson, 
Vick Chemical Company, re-elected 


gt a EE a 


merly with Certain-teed Products 
Corporation. Lillian Becker, for- 
merly with Winnie Winn, fabric 
stylist, has joined O'Neil’s head- 
quarters staff. 


secretary - treasurer. Elmo Roper, 
independent consultant, has been 
added to the executive committee, 
succeeding L. D. H. Weld, of Mec- 
Cann-Erickson, 


LARGE INDUSTRIAL PLANTS 
ELECTRICAL CONTRACTORS - 
ELECTRICAL WHOLESALERS — 
ELECTRICAL UTILITIES 
RAILROADS AND MINES | 
ELECTRICAL MANUFACTURERS 


Complete coverage of the major buying 
power of electrical and allied products 


E CALL IT bargain day. And if that phrase lacks 

dignity it certainly gets over the story of this 
“2-in-1" Electrical Buyers Reference. 

Think of it! In recent years this service has been 
published as two separate editions, with split dis- 
tribution — by Electrical Contracting and Electri- 
cal World. Manufacturers had to use two books 
to get blanket coverage of all the markets. 

Now you can place your catalog material in the 
hands of each of these groups that specify and 
buy electrical products with one volume — at one 
low cost. The 30,000 distribution is the largest of 
any reference medium published! 

Rock-bottom rates, too, because we’ve been able 
to effect some economies by combining these books, 
and we're passing along the benefit to you. 

We don’t expect you to dash off a contract on the 
strength of this ad (although there’s no law against 
it!). But we do want an opportunity to present 
our story in a manner that gives a graphic picture 
of the tremendous selling force that this combined 
Buyers Reference offers. Our representative will be 
glad to give you the salient facts in a prompt and 
painless fashion. Or, if you shy away from sales- 
men, check the second box on the coupon and you'll 
get the story in booklet form, without benefit of 
gestures. 


But the preparation of effective catalog copy 
takes time. Let’s get going now. 


ELECTRICAL BUYERS REFERENCE 
A Unit of the McGraw-Hill Reference Service 
330 West 42nd Street, New York, N.Y. 


LJ 
LJ 


CHECK 
HERE 
OR 
HERE 


Let me see your presentation giving complete facts on 
B. R., as it relates to my business. 


Send me your booklet giving the story of B. R., including 
how, why and when it can build business for me. 


Nome 
Company 


Address 
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Paley Calls FCC 
Report ‘Product of 
Bias and Prejudice’ 


New York, June 21.— The stony 
silence maintained by radio broad- 
casting officials following last week’s 
publication of a _ special Federal 
Communications Commission report 
which accused major networks of 
indulging in “arbitrary and inequi- 
table practices” was shattered today 
by William S. Paley, president of 
the Columbia Broadcasting System. 
Although National] Broadcasting 
Company executives have thus far 
refrained from commenting, it was 
indicated today that an NBC reac- 
tion will also be forthcoming with- 
in the near future. 

Referring to the 1,300-page FCC 
document as “merely the views of 
a special committee of three mem- 
bers of the commission,” Mr. Paley 
pointed out to stations affiliated with 
CBS that consideration of the report 
is now pending before the full com- 


mission. He observed that the 
views “are, therefore, in no sense to 
be taken as the authorized judg- 


ments of the commission itself.” 


“Totally Unwarranted” 


“The report regarded by the 
Columbia Broadcasting System 
management as totally unwarranted 
by the evidence and as manifestly 
the product of bias and prejudice 
against network operations,” he de- 
clared. “We feel that the commit- 
tee has made no serious attempt to 
evaluate the evidence presented by 
the networks or to consider the 
great public advantages which the 
American people have been able to 
enjoy solely through network com- 


is 


While the committee declares that it 
proposes to retain all the advantages 
of network broadcasting, it must be 
pointed out that its conclusions, if 
made __ the of regulations, 
would necessarily have an opposite 
effect to the detriment of the net- 


basis 


works, the stations and above all, 
the public. This is particularly true 
for networks, stations and public 


with respect to the criticism of ex- 
clusive affiliation of a station with 
a single network. 

“In many important matters, 
which include the ratio of network 
and affiliate income, the report di- 
rectly contradicts all the testimony 
found in the record. In several in- 
stances, portions of the report con- 
tradict one another. The overall 
impression given by this report is 
one of fashioning language in ac- 
cordance with judgments prede- 
termined before the hearing. 

“It is our purpose to file as soon 
as possible with the full commission 


a thorough and comprehensive brief, | 


pointing out the grave inaccuracies 
of this report, its numerous vari- 
ances from the record and_ its 
thorough unreliability as a predicate 
for commission action. We shall be 
pleased to send you a copy of our 
brief when it has been filed.” 


Names LAA Committee 


Kenneth R. Miller, Atlantic Life 
Insurance Company, who is general 
program chairman for the annual 
meeting of the Life Advertisers As- 
sociation in October, has selected 
the following as members of his 
committee: C. Sumner Davis, Provi- 
dent Mutual Life Insurance Com- 
pany, and vice-president of the 
LAA; Forrest R. Brauer, Home 
Beneficial Association; and Micou 
Browne, Occidental Life Insurance 
Company, who will serve as secre- 
tary. 


6,363,962 


lines of paid advertising for the first 5 months of 1940 


487,691 
8.2% 


lines more thon for 
first 5 months of 1939 


gain for first 5 months 
of 1940 


1,401,458 


lines of paid advertising for May, 1940 


122,124 


lines more than for 


May, 1939 
9.875 S500 


The gain in paid advertising has been steady year after year, amounting 


to 4,774,623 for the five years 1935-39, inclusive. 


113,375 


90,112 


circulation for May, 1940, 8,536 copies 
more than May, 1939. 


Sunday 
circulation for May, 1940, 
7,523 copies more than May. 1939. 


Daily Express and 
Evening News average 


Express average 


You are getting more high-class circulation coverage for your 
advertising dollar, without additional cost. 


The Express and The Evening News are edited for, and read by, 
a circulation of the substantial, responsive kind. 


The records show that, year after year, The Express and The 
Evening News have gained more department store, more ready-to-wear. 


more men’s clothing, more financial, 


more classified advertising— 


proving that these two newspapers successfully deliver your sales 


message. 


San Antonio Express 


SAN ANTONIO EVENING NEWS 
Jerak’ Fowmost Turtpapurr 


THIS WEEK 


20 
is 
10 
s 
UST 
s 
40 
is 
20 


Index of Retail Activity in 
80 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER ~ 
% Gain % Gain 
24-Week 24-Week 24-Week or Loss) or Loss 
Period Period Period 1940 1940 Week Week % Ga 
ended Ended hinded over over Ended Ended or 
June 18, 1938 June 17,1939 June 15, 1940 1939 193s June 17, 1939 June 15, 1940 Los 
Akron, © 5,857,247 4,678,344 4,526,680 22.7 3.0 209,279 215,688 
Albany, N. Y 1,014,888 3,969, 888 3,800,028 5.4 4.3 190,157 165,803 12 
"Atlanta, Ga 6,977,256 7,908,152 7,086,754 1.6 10.4 308,168 285,922 
taltimore, Md 10,400,169 10,298,959 10,581,662 + 1.7 + 2.7 7 494,725 
Birmingham, Ala ° 5,872,132 5, YS7,842 6,590,704 +12.2 + 10.1 284,438 
‘Boston, Mass 8,945,402 §,116,805 8,791,609 By 3.6 382,751 
Bridgeport, Conn ‘ 4,151,902 4,488,088 4,751,460 + 14.4 5.9 226,604 
‘Buffalo, N. Y 7,499,882 7,550,452 6,926,181 aa 8.3 3,33 351,978 
Camden, N. J 1,755,489 1,005,166 2,568,141 + 46.3 34.8 92,601 120,642 
Cedar Rapids, la 2,198,350 2,264,386 2,248,875 + 2.3 O.7 83,552 90,230 
(Charleston, W Va 1,228,504 $857,664 4,741,255 + 12.1 2.4 189,441 214,004 +1 
“hicageo, 11. 15,416,626 14,319,453 13,703,881 11.1 1.5 YS 250 SO1,492 
Cincinnati, ©. 7,335,263 7,498,020 7,876,149 + 7.4 + 5.0 92,411 337,607 +1 
Cleveland, QO. . 6 368,075 8,284,059 8,660,790 36.0 + 4.5 83,222 394,830 
Columbus, © 5,890,861 6,248,135 6,314,352 7.2 + 1.1 242,773 268,045 
Dallas, Tex. . § 868,678 9,824,134 8,495,712 3.8 3.4 3 t84,970 
Davenport, La. 1,508,448 1377,304 $505,606 0.1 2.9 
cog ee: eee . 6,140,252 6,479,246 6,625,314 7.9 2.3 304,990 
Denver, Colo . 4,365,852 1,201,888 3,928,849 10.0 8.5 158,201 ; 
Des Moines, la 3,066,884 3,141,343 S,201, 801 1.4 1.9 123,052 r 
Detroit, Mich. .. 8,354,104 9,399,024 9,731,620 16.5 3.5 396,663 1 
Kl Paso, Tex. 41,754,301 1N6H2,064 5,110,481 7.5 5.1 202.514 4 
Wrie, Pa 1,222,564 $1,444,558 $380,042 2.6 2.6 183,218 “ 
Fall River, Mass ; 1504,542 1,562,411 1,615,876 7.4 3.4 H2,S80 ’ 
Flint, Mich 3,244,640 3,852,736 4,150,504 27.3 7.2 159,082 ' 
Fort Wayne, Ind 1,073,033 1YS6.076 Dd, 140,797 1.3 + 3.7 206,255 f 
Giary, Ind 2,677,710 2,659,317 2,927,765 w5 10.1 1O1,S1S8 
Grand Rapids, Mich 5,103,002 4,110,042 1,280,535 16.0 -4.4 185,654 6 
Greenville, S. © 2,808,753 3,010,211 1,365,74: 16.1 + 11.8 126,590 
Houston, Tex 7,679,066 7,929,922 8,760,512 14.1 +115 68,760 2 
Indianapolis, tnd 7,450,340 fi 8,228,405 10.7 +7. $57,266 
Jacksonville, Fla 1OS80,096 é. 580,450 12.2 +S.4 177,870 
Jersey City, N. J 1,003,860 ¥ 1,043,435 3.0 1.7 53,776 3 
Kansas City, Kan , 1,284,233 1,201,627 1.455.584 17.9 21.1 4N,867 J 
Knoxville, Tenn 4,752,826 190 130 5,000,254 5.2 LO? 210,196 3 
Litthe Rock, Ark 4,211,008 4,254,530 322,080 2.6 1.6 206,192 , 
Los Angeles, Cal 10,726,635 11,790,208 11,634,155 8.5 1.3 531,417 l 
Louisville, Ky 6,598,176 6,731,075 6,820,274 +.4 1.3 298.213 6.9 
Lynn, Mass, | 3,772,482 3,965,276 1,070,556 7.4 2.7 172,214 : 
Manchester, N. Hi 1,740,548 2,411,556 2,247,280 29.1 6.8 72,738 
Memphis, Tenn », 262,726 916,980 6,228,516 18.4 + 12.9 238,806 6.1 
Miami, Fla. 7,085,750 6,805,939 7.597863 oe + 11.6 207,305 S 
Milwaukee, Wis 7,095,130 6,742,859 7,438,165 1.8 + 10.3 293,676 2 
“Minneapolis, Minn 6,308,702 6,438,676 5,787,704 8.3 10.1 256,831 . 
Nassau County, L. I 1,097,092 1,203,547 1096, 725 0.1 gu HY SLS " 
New Bedford, Mass 1,489,740 1,450,162 1,628,186 0.3 12.3 62,160 11.1 
New Haven, Conn 4,244,674 4,308,262 1.477,0004 5.5 + 3.0 194,712 J 
New Orleans, La 8,649,067 020,692 4.450.546 9.3 + 4.8 S6S.417 ' 
New York, N. Y 28,305,584 28,163,659 27,705,097 2.1 1.6 1.223.726 
Brooklyn, N. Y¥ 2,442,380 1,932,528 1,716,746 20.7 11.2 81,264 t 
Norfolk, Va 4.324,740 4,442,004 4,5 ’ 5.5 2.7 1S, 406 199,626 + ‘ 
Oakland, Cal $3,433,019 TOO,939 1, 20.3 11.6 173,153 168,509 ri 
“Oklahoma City, Okla 5,602,030 4,421,690 3,6 34.6 17.1 163,464 144,214 11.8 
Omaha, Neb 2,919,233 2,780,252 1.6 + 3.3 112,155 114,261 , 
Peoria, Ill. 4,838,054 5,127,234 + 14.7 8.3 191,793 228,522 
Philadelphia, Pa 12,405,908 13,053,331 £1 5.7 546.954 HO68,106 ‘ 
Phoenix, Ariz 3,636,110 3.434.956 5.0 12.2 149.044 143.766 
"Pittsburgh, Pa 0,614,402 6.4 91,258 $55,882 
Portland, Ore »NTO,223 5 12.1 PSO860 251,328 4 
Reading, Pa 1,683,631 », 021,232 10.7 ee 02 636 24 GRO ' 
Richmond, Va 7: 6,110,090 o,U67,254 +4 PHS 296 275,814 
Rochester, N y 6.815.416 7.174.810 7.332.009 7.6 » 04 564 315.530 ' 
Rockford, Il 72 95 HLH S58 3.042.596 4 “ 194.796 155.204 
Rock Island-Moline, Ill 4,044,194 S56,874 USL 84 2s “4 158.788 167.034 
Sacramento, Cal 663,597 L406 48S 625.387 1.1 LU 1HO.888 160.949 
San Antonio, Tex 2.903, 880 84.145 457,493 +11 2 140,079 148.3534 
San Diego, Cal 723,042 Y72,097 1, S80,002 14.7 18.3 277,858 16,624 
Seattle, Wash , OUR o1¢ >». 231,128 618.402 $0.7 7.4 216.076 O.a5e 
South Bend, Ind 1,366,365 2.557.346 2.510.508 25.4 1S 1O3 706 123.29 
Spokane, Wash 854,554 117.758 hoe 5? 1¢ r 126.084 126.612 
St Louis Mo S.944,505 S589, 730 8,756,770 2 1 2.475 1,425 
St Paul Minn 684.425 4,952,612 T4048 10 2.4 229,432 214 
Syracuse N \ 2 HOA SOF L.O85.719 8432.02 m4 11.2 16.286 148.584 
Tacoma Wash ’ 784.180 ’ SUT 0O84 Lov71.400 10 6.2 110.220 123 N86 
Tampa, Fla 2 ANTS GSO LOST.448 HIN N52 16.1 26.4 117.206 i440 
Toronto, Ont (ar 8,315,329 7.844.640 7T.206.16N 11.1 7 17.034 “ 14 
Troy, N. ¥ 1,937,556 2.014.490 014,250 0 1 mo344 W048 
Tulsa, Okla 1.227.616 1.17862 1.444.432 ] a | 14 me 7 G4 
Washington, D.C Lo YS 1825 » SUG 40S PHO ae “7 2 P| “8 GAN THe 
Youngstown, © , 551.6604 , 491.560 ,NT4.006 4] , o G46 ¢ 29 
Total 34. 807,133 152.215. 826 $59 854.20) ? " 1' “.17¢ ws {N+ 
1 Akron Times-Press discontinued Aug. 28, 1938 ® St. Paul Daily News discontinued April 30, 19 
Linage of Daily Americar now combined with 10 San Diewo S suspended publication Nov 4 
Record 11 Atlanta Georgian and Sunday American ceased p 
Buffalo Times discontinued Auge. 1, 1% lication Dve« iz, 1939 
1 Chicago Herald & Exam. discontinued Aug. 28, 1 ’ 12 Linage f Svra “ Tourna now nl ‘ 
Milwaukee News disconti ied J 14, 183% Her 1, « ! ite tr 1e38 and 1 ' tota 
6 OkKlahoma News discontinued Feb. 24 ’ Minneay St ind Journa erged Aug 
7 News-Times discontinued Dbe« ‘ aN j Pit } re ' +« —) 
‘S Spokane Press discontinued Marcel s to st 
Add Miss Walker Names Rosette Agency More Power for KFH 
Thelma Walker has joined the Polka Dot Cosmetics, New York, Station KFH, operated by ‘e¢ 
copy staff of C. L. Miller Company, has appointed Rosette Advertising Wichita Eagle, has received perm > 
New York, to specialize in food ac- Agency, New York, to handle its ac- sion to increase its night power 
counts count. 5,000 watts 
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tional Health Program’ and ‘The den, of Chicago, is secretary, while 


She sticise 
Market Place 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


Wanted,” 
30 cents a 


“Representatives 


. ) Wanted,” 
line, minimum 


charge $1. 


and 
Terms 


All other classifications (single insertion rates): 4% in., $2.75; 1 to 3 in., 


$4.75 per inch. 


POSITIONS WANTED 


COPY & HEADLINE WRITRR, 25, 
ollege $ years publishing experi- 
ence, production, mdse sense head- 
ine specialist, exceptional ideas that 
click 

Box 3047, ADVERTISING AGE, N. Y 

EARCUTIVE 

eeks opportunity with recognized 
igency; fifteen vears'’ experience’ in 
apacity of Comptroller, Business 
Manager and. Treasurer of a daily 
ewspaper and a group of national 
lagazines; has excellent record in 
reorganizing and co-ordinating de- 
partments, selecting personnel, in- 


tallation 
naximum 
vorking 


of systems and 
results with 
capital Fulls 


producing 
moderate 
capable of 


ecting as Treasurer or assistant to 
Chief Executive C.PL.A,. (New York 
State), single, age 40, Now employed 


nquestionable references. 

Box 3048 ADVERTISING AGE, N. Y. 
Advertising & Sales Prom. Executive 
lbyvnamic young man with reputation 
or creative ability, drive & produce- 
tivity will consider new opportunity 
Box 3049, ADVERTISING AGE, Chro 
Adv. Mer. 14 years industrial adver- 
tising experience Creative, market- 
ne, detail abilities Advertising has 
produced results Best references 
rom employer 


Box 3050, ADVERTISING AGE, Cheo 
How geod a man do you want? 200 
cents on the dollar Agency experi- 
ence? Tes, 10 years of it Can write, 
create plans” Yes indeedee, a star 
Understands graphic arts? Was pro- 
duction mer.-art dir. for 7 vears, Col 
man’? Yep, have a lovely A.B 
Sales and contact” Very convincing 
without blowing a fuse. Appearance”? 
Something between Appolo and Mickey 
Rooney Age? 35 shave but neo 
gray hairs 
Box 3051, ADVERTISING AGE, Chero 


REPRESENTATIVES AVAILABLE 
PUBLISHER'S REPRESENTATIV b— 
experienced advertising space sales- 
man, Wide acquaintance, N.Y.C. Office 
Wants Kastern representation of 
leading publication, commission basis 

ADVERTISING AGE, N. Y¥ 


Box 3028, 


REPRESENTATIVE WANTED 


One of America’s leading Catholic 
weekly newspapers, A.B member 
needs -1 New York representative 
Carries great volume of department 
store and food chain copy, also prom 
inent national acets Efficient Na- 
tional Dept furnishes leads and 
unique merchandising service Com 
mission basis Send references 

Box 3038, ADVERTISING AGE, N. Y 


FOR RENT 


SOMETHING UNUSUAL 
Unique 6 Room Bungalow type apt 
private porch—Garawe $90.00 Pala 
tial S Room Apt., 2 baths—tiarage 
Private rear porch $150.00 
2228 N. Kedzie Blvd... Chicago, 


POST CARDS 

“PHOTO” POST CARDS 
Newest most economical method of 
displaying any product Samples and 
prices on request Graphik Art 
Hamilton, Ohio 


MISCELLANEOUS 


LALREL PROCESS MEANS 
Prices for Quality Offset 
tions Booklets, Folders 
Pieces, ets 


0 CSteX11") copies $2.63 


LOWER 
Reproduc- 
Mailing 


Additional 1100's 22 
Quantity Runs Lower All Size Send 
for Free Illustrated Descriptive Man 
ual In Metropolitan N y request 


Representative WAlker 5-0526 
Laurel Process, 480 Canal St... NV. ¥. ©. 


Singleton, Holmes, 
Fox Golf Winners 


T. B. Singleton, Murine Company, 
won low net trophy for guests at 
the Agate Club Advertiser-Agency 
golf tournament at Bob-O-Link 
June 14. The trophy was donated 
by ADVERTISING Ace. E. A. Fox, 
Macfadden Publications, won low 
gross and M. S. Holmes, Meredith 
Publishing Company, low net. 

Foursome winners were as fol- 
lows: George McGivern and A. E. 
Hanser, Blackett-Sample-Hummert; 
C. O. Husting, Young & Rubicam; 
Art Thexton, Clopay Corporation; 
DeWitt O’Kieffe, Leo Burnett Com- 
pany; Waldo S. Hawxhurst, Har- 
per’s Bazaar; A. Banks Wanamaker, 
and William Carr, Time, Inc.; G. D. 
Crain, Jr., Apvertistnc AcE; Lloyd 
Maxwell and Frank Hakewill, 
Roche, Williams & Cunnyngham; 
O. A. Feldon, A. J. Boaz and George 
Stege, Macfadden Publications; 
J. W. Macy, Macy & Klaner Com- 
pany; Arthur Moulton, Popular 
Publications; Harry Chamberlaine 
and Frank Chaffee, Good House- 
keeping; John R. Rutherford and 
Art Windette, Newsweek; Julian R. 
Norris, Crowell-Collier Publishing 
Company; H. R. Van Gunten, Lord 
« Thomas; Phillip D. Allen, Busi- 
ness Week. 


Opens Plastic Contest 


Modern Plastics has opened the 


fifth annual modern plastics com- 
petition, with the deadline set for 
Aug. 15. Any object or product de- 
Signed or placed on the market 
Since Sept. 1, 1939, in which any 
St of plastic material is a com- 
ponent part, is eligible for entry. 
Entries should be sent to the New 
York office, Chanin bldg 


Wrightson Honored 


7. D. Wrightson, vice-president in 


Charge of sales of the Simmons 
Company, New York, has been 
elected a member of the board of 
£o°ernors of the Home Furnishings 
Educational Institute, New York. 


Sewers Reteag 


* Deertere Lirwet Comcage 


Appliances Sell 
Best in Last Half 
of Year, Report 


New York, June 20.—Much the 
largest percentage of electrical ap- 
pliance sales at retail is made in the 
last six months of the year, accord- 
ing to a study just released by 
Electrical Merchandising, based pri- 
marily on records of sales of a lead- 
ing power and light company over a 
period ranging from 9 to 12 years 

According to the publication, the 


percentage of total sales for im- 
portant appliances which are ac- 
counted for in the June-Decembe) 


period inclusive is as follows: 


Per Cent Retail Sales 


Product June to Dec., Incl 
Air Conditioning 53.9 
Cleaners . 56.1 
Clocks . 62.1 
Cookers .. 79.0 
Fans (Desk) ; me 
Fans (Ventilating & Exhaust) 70.0 
Heaters, Electric Space 72.4 
Heaters, Oil Space 92.8 
Heaters, Electric Water. 63.7 
Hot Plates, Grills, etc 68.8 
Ironers 58.9 
Irons, Flat 68.7 
Lamps, Table, etc 665.2 
Mixers, Food and Drink 65.7 
Oil Burners 76.1 
Percolators 69.4 
Ranges, Electric 61.1 
Refrigerators, Electric 48.7 
Stokers 82.5 
Toasters 71.5 
Washing Machines, Electric 53.9 


Clause and Tucker 
Win Advancement 
The Pittsburgh Plate Glass Com- 


pany, Pittsburgh, has elected Rob- 
ert L. Clause to a newly created 
post of executive vice-president 


He has been vice-president R. B 
Tucker, who has been manager of 
plate glass sales, has been appointed 
director of glass sales 


Mr. Clause joined the company 
in 1914 following his graduation 
from Cornell. He was made a 


director in 1922 and vice-president 
in 1926 


Physicians Fight 


Regimentation 


with Advertising 


(Continued from Page 1) 


but proves that medicine has kept 
with the march 


pace of time in a 
fashion impossible in a_ country 
where the state is supreme. Direct 


comparisons are made between con- 
ditions here and in Germany, where 
under Hitler, according to the book- 
let, advances made in the past have 
been relinquished while medical 
science has continued to push for- 
ward under constitutional govern- 
ment. The diphtheria toll in Ger- 
many in 1928 was 8.4 deaths 
190,000 population; in 1936, it was 
11.5. In 1928, the United States 
figure was 9.2. In 1936 it had fallen 
to 1.5. 

Statistics are quoted to show that 
there is a definite relation between 


per 


these results and the number of 
physicians. In the United States, 
there is one qualified doctor for 


every 767 people; in Britain, one to 
1,069; Germany, one to 1,307; 
France, one to 1,596 and in Jugo- 
Slavia, one to 3,450. Some of these 
figures are given in the advertising. 
Fights Political Control 

The booklet asserts that encroach- 
ment of government on individual 
right inevitably retards progress, 
every step toward political control 
of medicine placing limitations on 
its effectiveness. It continues: 

“A persistent campaign covering 
a period of 20 years has culminated 
in what called ‘The Na- 


has been 


Wagner National Health Bill.’ 

“These trends must be recognized 
for what they really are. They are 
moves toward the establishment of 
political control of medical service. 
They embody the menace of the 
step by step process of destruction 
of the system of medicine and med- 
ical practice that have given this 
nation the highest level of health 
the world has ever known. .. 


“The American people must de- 
mand from all legislators their 
views on health legislation. They 
must demand legislation that will 
aid instead of hamper. Support 
must be given to doctors, dentists, 


nurses, hospital groups, pharmacists 
and all interested in extending med- 
ical service to every one who needs 
it. 


“This aid must be on a _ basis 
which will preserve the essential 
pattern of a free and progressive 
medical profession. This kind of 


support is essential if the American 
people are to continue to move for- 
ward on the path toward the con- 
quest of disease.” 


Awake to Dangers 


The National Physicians Com- 
mittee for the Extension of Medical 
Service into being more 
spontaneously the result, 
first, of the introduction of the Wag- 
ner Health Act, and second, of the 
indictment of the American Medical 


came or 


less as 


Association on a trust charge. The 
health bill has been pigeon-holed 
until after the election, and action 
on the indictment has also been 
side-tracked for the time being 
Ihe AMA was a bitter foe of the 


Weener bill 

Dr. Edwin H. Cary, Dallas, Tex., 
is chairman of the National Physi- 
cians Committee, which is made up 
of about 500 doctors 
state in the union, Dr 


from every 
Austin Hay- 


Dr. N. S. Davis HI, of Chicago, is 
treasurer. John M. Pratt, of Chi- 
cago, is executive administrator. He 
pointed out that the advertising has 
been financed by contributions from 
“physicians from 


nearly every 
county of every state.” The Na- 


tional Committee is described as “a 
non-profit, non _ political trust,” 
formed Nov. 18, 1939. 

Future plans of the committee 
hinge somewhat on results obtained 
from the two spreads thus far 
scheduled. In the meantime, the 
physicians are so aroused that they 
are waging a war of words. Mr 
Pratt said that on one recent day, 
no less than 70 members of the com- 
mittee addressed as many meetings 
of club women and others, who in 
turn are endeavoring to arouse op- 
position to any regimentation of the 
medical profession. 

Art work for the two advertise- 
ments, the first headed, “God Bless 
America,” and the second, “Protect 
Us by Thy Might,” is the handiwork 
of Edward Augustiny, art director 
of Bozell & Jacobs. Nathan E. 
Jacobs, vice-president of the agency, 
is account executive. 


Plans Amovis Campaign 


American Oil & Supply Company, 
Newark and Trenton, N. J., is plan- 
ning a campaign to promote Amovis, 
motor car lubricant, as a packaged 
product to the consumer. Amovis 
was formerly sold only in bulk to 
fleet owners and large industrial 
users A. W. Lewin Company, 
Newark, handles the account 


Names Wagenseil 


The Sound Equipment Division of 
Fairchild Aviation Corporation, Ja- 
maica, N. Y., has placed its adver- 
tising account with Hugo Wagenseil 
& Associates, Dayton, O. Trade 
papers will be used. 


ADVERTISERS EVERYWHERE USE FAITHORN 3-IN-1 SERVICE 


A Faithorn’s famous “Non- 
Stop” route gets you there 
with streamline speed and 
absolute smoothness. It's just 
one contact, from the time you 
turn the job over to Faithorn 

until Faithorn ships the 
job back to you . . . complete 
and perfect in every detail ... 
engravings, typesetting and 
printing. Distance means noth- 
ing to our clients—they come 


from New York, Ohio, New 


Mexico, Missouri, Michigan, 


PRINTING 


a 


Pennsylvania and other dis- 
tant points. Let us demon- 
strate the value of Faithorn 
3-in-1 Complete Service on 


your next job. Write, or phone 


WABash 7820 
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THE FAITHORN 


RINTING 


ae 


There are alarge number of concerns that 


render one type of service and do it well... 


CORPORATION, 


however, renders THREE DISTINCT TYPES 
of service —ad-setting, engraving and 
printing —and does them ALL equally 


well — with less effort and less cost. 


FAITHORN 


CORPORATION 


504 SHERMAN STREET - 


DAY AND NIGHT SERVICE 


CHICAGO + WABASH 7820 
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ADVERTISING AGE , 


aie 


market is like flying. . You 


, . 
ges cog e of pilots morning 


ile r 
Advertising In the 9 e line with a chang 


travel the full journey on On 
evening! | 
re g The Times-Picayune delivers your — ae 
i of 61,146 New Orleans families—eac “ ol 
te wna tes completes your market coverage by eliv “= 
i by a to 35,904 New Orleans families. . .26, 
os os wae’ by The Times-Picayune. 
ew Orleans States cover by 


Each mornin 


imes-Picayune and N a ion, 

gee “duplicated New Orleans families! In nae 

ena totaling 15,978 for The Times-Picayune ¢ ae 
aly estimated to add at leas 

conservatively Suche de of metropolitan New 


rough daily and Sunday cov- 


street sales 
leans States can be 
more to the unduplicated total. 
Orleans The Times-Picayune offers tho 


erage of the rich trade area. 


i ur ad- 
Travel the full coverage route to greater sales by placing yo 


tes. 
vertising in The Times-Picayune and New Orleans States 


1 OME-DELIVERED COVERAGE 


FOR COMPLETE 


ERNST & ERNST 


ACCOUNTANTS AND AUDITORS 
SYSTEM SERVICE 


CorOnOEnts 4t 
” 


NEW ORLEANS renowio cana 


AMERICAN B4NK BLOG 


June 4, 1940. an 


he Times-Picayune Publishing Company, 
ew Geleeas, Touisiane. 


We compared all the subscribers, by name and 
address, shown by the carriers' route lists of the New 
Orleans States (daily) for March 23, 1940 with the 
subscribers shown on the carriers’ route lists of The 
Times-Picayune (daily) for the same date, 


The purpose of this examination was to 
determine the duplication of carriers' subscribers between 
The Times-Picayune (morning) and the New Orleans States 
(evening). This examination was confined to carriers' 
route lists within the corporate limits of New Orleans and 
adjacent towns of Amesville, Arabi, Chalmette, Gretna, 
Harahan, Harvey, Marrero, McDonoughville, Metairie, Mereaux 
and Westwego, We have not included deliveries to stores, 
newsboys or other places taking a number of copies for 
resale, nor have the mail subscription lists been included, 


The result of our examination is shown in the 
following summary: 


Number of carrier subscribers on March 23, 1940: 
The Times-Picayune (daily) 61,146 
New Orleans States (daily) 35,904 97,050 
Deduct number of carrier subscribers 
9,897 


taking both papers 
TOTAL SUBSCRIBERS BY CARRIERS NOT DUPLICATED 87,153 


Percentage of Times-Picayune carrier subscribers 
who also subscribe by carrier to the 


New Orleans States 16,2% 
Percentage of New Orleans States carrier 

subscribers who also subscribe by carrier to 

The Times-Picayune 


. 


Certified Public Accountants, 


NEW ORLEANS 


EVENING 53 878 SUNDAY 183,578 


MORNING 121,910 — 

sew Orleans - - 
Com plete Coverage of the new portage 
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JUDGES IN ADVERTISING AGE CONTEST LOOK OVER ENTRIES 


Judging the entries in the Advertising Age competition for plans designed to improve relations between advertisers and 
consumers proved no easy task. In the candid camera shots above (left), George Richardson, Lord & Thomas; Gordon 
Cole, Cannon Mills, and Albert Brown, The Best Foods, give serious attention to the problem. At right above, equally 
serious attention is registered by Irwin Robinson, Advertising Age; Bernard Lichtenberg, Institute of Public Relations, and 
: J. H. Breiel, N. W. Ayer & Son. At bottom, left to right, three of the judges do a little pre-selection work in their offices: 
\ Don Francisco, Lord & Thomas; H. A. Batten, N. W. Ayer & Son; and Lee Bristol, Bristol-Myers Company. 


SAN FRANCISCO JUNIORS READY TO MARKET "QUENCH" 
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IT SUAE TAKES EXERGY TO TRAVEL 
e a + oe 


Some of the material in the complete campaign prepared for ‘Quench,’ a mythical soft drink, by the Junior Departmental 
of the San Francisco Advertising Club. In its second annual ‘practice campaign,” the departmental organized a complete 
merchandising drive for the product, operating on a budget of $150,000. 


PHYSICIANS PRESENT CASE TO NATION UP FROM THE RANKS 
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PRICELESS HERITAGE \ 
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Jim Johnson, Calvert Distillers Corpora- 
tion advertising manager, presents a 
miniature gold drum—the Calvert Old 
Drum award —to Pat Harrington, who 
started out as a drummer, and is now a 


The first of two color-spreads in the Saturday Evening Post designed to present 
the opinions of medical authorities on the nation’s health to political and lay 
leaders. (Story on Page |) 


well-known actor. 


PHOTOGRAPHIC REVIEW OF THE WEEK 


ALL READY FOR ANY KIND OF FIGURE 
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MADE BY THE FORMFIT COMPANY © CHICAGO « NEW YORK 


Establishing a new precedent for the company by continuing advertising through 
July and August, Formfit is concentrating on the Life brassiere. This copy will 
appear in the August 12 issue of Life. 


FRESH FISH, BUT NO LONGER LIVELY 


This nine-pound Minnesota wall-eyed pike frozen in a 300-pound cake of ice 

greeted advertising executives attending a Minneapolis Star-Journal breakfast 

last week. Left to right are A. G. Ensrud, J. Walter Thompson Company, Chi- 

cago; Robert Boulware, Procter & Gamble Company, Cincinnati; James Short, 

J. Walter Thompson Company, New York; and Walter Barber, Compton Adver- 
tising, New York. 


"BIGGEST BOARD" TELLS TWO-TONE STORY 


b 
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This famous seven-panel unit, located at one of the busiest intersections in 
Detroit, is currently devoted to a dramatic showing of four of the color combina- 
tions available in the new two-tone Dodge. This attention-attracting display, the 
only one of its kind in the country, has been used to spread an advertising 
message for Dodge cars continuously for seven years. Ruthrauff & Ryan is the 


Dodge agency. 
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® Some fellows are just cut out to be family men. And that’s 


the way it is with me. Why, I'm just full to the brim with home 


: interests. When the folks get together to make up their minds 


I) 


| 
| 


about what kind of car to buy, what refrigerator, what brand 


of radio . . and how much they're going to spend, I'm the one 


who gives them ideas and helps them to decide. 


(NE 
Wi) 


AMY reel 


a Yep, it’s a big job—an all day job—being a family man. 
I even go along with the lady of the house to shop for the 


groceries. She says I'm a big help . + pointing out special 


values, keeping her posted on new foods, planning menus! 
& g 


Because the Los Angeles Times is fashioned for family reading, it is quite naturally 
the preferred newspaper with Southern California families. This preference is not only 
apparent in the volume of Times circulation — largest morning circulation on the coast 
— but in its quality. More than 85% is delivered directly to homes by carrier. Media 


Records sums it all up at a glance — year-in and year-out The Times is first in its field — 
in 1939 by over three million lines. 


LOS ANGELES TIMES 


REPRESENTED BY WILLIAMS 


LAWRENCE 
NEW YORK. CHICAGO 


AND CRESME! 
DETROIT S AN 


FRANCISCO 
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